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‘FACTS, NOT MERE 
STATEMENTS. 


That the people of Indianapolis are reading and 
interested in their Morning Newspaper is evidenced 
by the fact— 

That the Indianapolis STAR, during the month of 
April had a net city carrier daily increase circulation 


of 9306; 


That the Sunday issue has increased since the first 
of April, 6,134, and that as high as 95 per cent of 
homes in sections of the city that can afford and are 
buyers of advertised wares, have a STAR delivered 
every morning to their homes. More than go,ooo 
copies are printed every morning, and the returns 
have never exceeded 7 per cent of the entire number 
issued. 


A Newspaper, Not an Organ. 


It is read by all thinking, educated people who 
show their appreciation of a clean, newsy publication, 
by liberal patronage of its advertisements. 


STAR PUBLISHING CO., 


Star Building, 
INDIANAPOLIS, INDIANA. - 
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Who Ought to Buy 
A Copy of 


ROWELL’S AMERICAN YD 
NEWSPAPER DIRECTORY © 


Every advertiser who spends as much as five hundred 
dollars or more a year in general advertising. 











Every advertising agent. 
Every maker of material which is used in a publisher’s 
office. 


Every business man who has occasional use for a partial 
or a complete list of newspapers, magazines and periodicals in 
the United States. 


Every publisher of a periodical that is of enough import- 
ance to receive the regular calls of an advertiser’s representa- 


tive. 


1905 EDITION YQ) W Reaby FoR DELIVERY 


Cloth and Gold. Over 1,500 pages and Maps of every 
State in the Union, showing towns where a publication exceed- 
ing an average of 1,000 copies is published. 











Price $ l O § OO Nea Unon Heceipt at 


Price. 





Send Order and Make Checks Payable to 





CHAS. J. ZINGG, Manager, 
10 Spruce St. (one flight up), New York City. 
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A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., POST OFFICE, JUNE 29, 1893. 


Vou, LI. 


FORTY YEARS AN ADVER- 
TISING AGENT. 
By Mr. George P. Rowell. 


TWENTY-FIRST PAPER, 





Mention has been made of the 
difficulty in obtaining lists of the 
newspapers published. In  pur- 
suance of efforts to awaken in- 
terest in the matter, as well as to 
provide a medium of communica- 
tion with persons likely to be in- 
terested, and with advertisers 
generally; we had, while in Bos- 
ton, started a little periodical 
called the Advertiser's Gazette. 
It was in connection with that 
publication that attention began to 
be directed to some queer rulings 
and usages of the postoffice de- 
partment. The arrangement, for 
issuing the Advertisers Gazette, 
had with a Boston printer, was so 
satisfactory, that it did not seem 
desirable to distu:b it; but as the 
office of publication was now an- 
nounced to be New York, the 
postoffice department could not 
allow a New York publication to 
be mailed from Boston. The same 


question crops up | nowadays 
(1905) on occasion, as in the case 
of the American Agriculturist; 


purporting to be published in New 
York, but really printed and 
mailed in Springfield, Mass., the 
influence of Mr. Herbert Myrick, 
the apostle of beet sugar, being 
able to secure a privilege that 
might be refused to a concern 
without a pull. It is not easy to 
see what connection there can be 
between beet sugar and the post- 
office department, but no one man 
can expect to see everything. 

In our case the Advertiser's 
Gazette had to be sent by express 
from Boston to New York, that it 
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might be mailed from the city 
where it purported to be publish- 
ed. The Boston printer had been 
in the habit of sending to the 
Boston postoffice for such mail 
sacks as he required for deliver- 
ing the papers to be mailed; and, 
when he began to express the pa- 
pers to New York, he continued 
the same practice, and the bags 
would thus go into the postoffice 
at New York instead of Boston 
In transit from the printer to the 
postoffice the sacks or bags were 
in charge of an express company; 
while by the previous method they 
were intrusted to a_truckman. 
This went on without comment 
for a time, but finally, the eye of 
a postoffice inspector lighted upon 
the U. S. gunny sacks, in transit 
as express matter, and we had 
prompt notice that such use of the 
bags was contrary to regulations; 
and, if persisted in, would entail 
certain penalties. We thereupon 
contracted for a sufficient number 
of bags or sacks, to be made at 
our own expense, and arranged 
to use these, in place of those 
which the department had pre- 
viously furnished. This worked 
all right, so far as the express 
company was concerned, but as 
soon as these bags, belonging to 
us, and stamped with our name; 
went into the New York postoffice 
they promptly received the great 
U. S. brand and went into the 
general stock, and we were never 
able to get a sight of one of them 
again; or to obtain any assurance 
that there would be any more 
satisfactory outcome, should we 
procure more bags, and so on in- 
definitely. 

We had in our employ, at this 
time, an office boy who was sub- 
ject to epileptic fits. He was a 
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little gentleman, quiet, industri- 
ous, anxious to please; further- 
more, he was the son of a 
widowed mother, who had once 
been well to do; but was now in 
such reduced circumstances, that 
the boy’s small earnings were 
so much of an object to her, 
that we hesitated about parting 
with the unfortunate youth; al- 
though his occasional attacks up- 
set the office very much, and grat- 
ed so hard upon my own nerves, 
that it was usually noted, that 
when one hack was called to take 
Herbert to his mother, another 
was brought into requisition to 
carry me to my own apartments, 
where it required the rest of the 
day, to free my mind from the 
nervous shock, which the horrid 
scuffle, and fall, were certain to 
produce. The loyal and faithful 
Herbert, took the incident of the 
mail bass much to heart. He 
considered the postoffice a head- 
quarters of sin, and on some sub- 
jects his ideas were rather sound. 
Every day it was his duty to 
superintend the receipt of several 
of these great sacks from the New 


York postoiice, containing the 
newspaper mail for the agency, 
which had become very large. 
There was a spare room, used 
for storage purposes, and not 
often visited by any but the 
boy, or the janitor; and to this 


Herbert carried the mail bags that 
were received from day to day; 
letting them accumulate, until we 
should get even for our own bags, 
that the postoffice had appropriat- 
ed and failed to account for. T his 
had “ten going on for an indefi- 
nite period before my attention 
was brought to the condition of 
affairs; and then, I think the ac- 
cumulation of bags was not a 
pound short of a couple of tons 
in weight. It was a question 
what to do with them, but there 
was no difficulty about it. <A 
truckman took the collection to 
the postoffice, and they were re- 
ceived as though such consign- 
ments were an everyday affair. 
Poor Herbert left us shortly after 
this, there having opened for him 
an opportunity, to go to sea as 
cabin boy; a course thought likely 
to improve his health. We learn- 


ed afterwards that, during one of 
his attacks, he fell out of a boat 
and was drowned. Thus does 
God temper the wind to the shorn 
lamb. 

There was still more trouble 
about mailing the Advertiser's 
Gazette; as there was likely to 
be then, and now, about mailing 
anything as second-class matter; 
as every publisher in the land 
knows full well. It had seemed 
to us advisable, for some purpose, 
to add to the mailing list, the 
names of all the druggists in the 
United States; numbering many 
thousands; not one of whom, per- 
haps, had ever subscribed for the 
paper or thought of doing so. 
This the New York postmaster 
could not permit. It was contrary 
to regulations. 

Now it had so happened, that 
during my Boston experiences I 
had been brought into relations 
with an eminent abolitionist 
named George L. Stearns; and 
Mr. Stearns, shortly after the 
close of the war, determined to 
devote a portion of his great 
wealth, to the publication of a 
newspaper, to be widely distribut- 
ed throughout the Southern 
States; that should fill the recon- 
structed South chock-full of the 
sort of information needed by it, 
and thereby benefit that region, 
and all mankind as well. As he 
was willing and able to assume 
all the expense, he took no pains 
to secure subscribers, contenting 
himself with the names and post- 
office addresses of the people he 
wished to favor or influence. The 
edition. printed counted fully 300,- 
000 copies weekly, and, as it was 
thought to have a value as an ad- 
vertising medium, and as Mr. 
Stearns did not wish to pe bother- 
ed with that sort of detail, my 
name was given place in the pa- 
per, as advertising manager; and, 
curiously enough, as it seemed, 
there did not appear any other 
name as publisher or manager ; 
consequently, many of the recip- 
ients of Mr. Stearns’ favor, in 
their ignorance, thought me the 
whole thing, and many, and 
emphatic, were the letters I re- 
ceived, and numerous, and often 
odorous, were the copies of the 

(Continued on page 6.) 
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“A SQUARE DEAL” *- 


newspaper adver- 


tiser is clearly en- 
titled to know what 


he is paying for, and 


also to know that he is 

A | VE A w paying no more than others 
pay for the same service. - 

4 In Montreal, Indianap- 

olis, "a Washing- 

ton and Baltimore the following 

* high- grade evening newspapers 

give “A Square Deal” to every advertiser. Here 


are a few points to remember when making up 
your lists: 















{ Sworn statement of circulation every 
month. 
@ The same rates to all for similar service. 
4{ Every transaction is open and above 


board. 
THE MONTREAL STAR. 
THE INDIANAPOLIS NEWS. 
THE MINNEAPOLIS JOURNAL. 
THE WASHINGTON STAR. 
THE BALTIMORE NEWS. 









































€ Instruct your agent to use these papers if you wish 
to cover each respective field with a minimum of expen- 
diture. 

Rates, information, etc., furnished on request. 







DAN A. CARROLL 
Special Representative 


Tribune Building W. Y. PERRY Tribune Building 
New York (Mgr. Chicago Office) Chicago 
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paper that were returned to me in 
connection with these letters. 
There was evidence that the peo- 
ple to whom the paper was sent 
not only had not subscribed; but, 
further than that, did not want 
the paper. The name of the pub- 
lication was The Right Way. It 
was not continued, I think, more 
than a year, but it did go through 
the postoffice without being 
stamped. 

I told the New York postmaster 
all about this, but it did not go 
for much. He held up my Ad- 
vertiser’s Gazette; and I took 
occasion to commission Mr. Kent 
to visit the office of the Post- 
master-General in Washington. 
He was listened to. His facts 
were not disputed. Some curios- 
ity was exhibited, as to how he 
happened to know so much, but 
he came back, with a duplicate in 
his pocket, of a letter to the New 
York postmaster, that told him 
the Advertiscr’s Gazette must be 
mailed to the druggists as we had 
desired. The New York post- 
master said it was all wrong, and 
I guess it was; but the Adver- 
tiscr’s Gazette was mailed in spite 
of all that. 

It is this irregularity, and un- 
certainty, about postoffice usuages, 
that has made so much trouble for 
business men and publishers for 
now these many years. The de- 
partment makes all sorts of rules; 
in making them, the say so of a 
$1,200 clerk, sometimes has more 
weight than the opinion of the 
less well informed Postmaster- 
General. Conditions vary, politics 
and political influence enter in 
and so does ill-nature, pique, ig- 
morance and forgetfulness. The 
ill-considered rule made to-day. 
is found faulty to-morrow; and 
is rescinded next day; or, if not 
rescinded, is disregarded, or over- 
looked, until some one hunts it up 
for a new application a little later. 
A great deal would be accom- 
plished toward doing away with 
the difficulties that arise if every 
decision, or regulation, and, more 
than all, the repeal of each de- 
cision or regulation having to do 
with the mailing of printed or 
ether matter, might be given out 
as news or printed for distribu- 
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tion, so that he who wishes to 
learn what conditions do exist 
would have some facilities afford- 
ed him for obtaining the informa- 
tion he requires. No one would 
be more benefited, and scarcely 
any one so much surprised, as 
postoffice _ officials themselves 
would be, could they see, in cold 
type, a collection of the decisions 
they have enacted, retracted, re- 
enacted and forgotten during the 
last forty years. As things are 
managed now, and have been 
managed, it is almost impossible 
for a publisher to learn in ad- 
vance what he may or may not do, 
and almost fatal to ask any ques- 
tion; because it is so much easier 
to say no, or to evade the point, 
than it is to examine the case and 
decide upon its merits. Then the 
decisions are so funny. The Cen- 
tury Magazine is sold to subscri- 
bers for $4 a year and McClure’s 
for $1 a year. If the Century 
should wish to reduce its price to 
$1 a year there would be no ob- 
jection, but if it offered to give 
people a temporary privilege of 
buying it at $2 a year the Post- 
office Department would exclude 
it from the mails, on the ground 
that it was being sold at a nomi- 
nal price. If a publisher of 
Augusta, Georgia, should under- 
take to do what has been per- 
mitted to publishers in Augusta, 
Maine, he would find himself 
brought to a standstill in short 
order. Notwithstanding all this 
I am firmly of the opinion that 
both the world at large, and “Our 
Postoffice” in particular, actually 
do grow better, as they grow 
older. 
ee eee 

“Down There in Oklahoma” is a sixty- 
page book about Shawnee, Okla., com- 
piled from the annual report of_ the 
xovernor of that territory to the Inte- 
rior Department and published for the 
good of the cause by Geo. L. Knappen- 
herger, immigration agent of the Santa 
Fé in that town. It is an_ effective 
looking piece of immigration literature. 


———~1-—___. 

A ctornes booklet for distribution 
by retailers, issued by Strauss Brothers, 
manufacturing clothiers, Chicago, has 
fashion figures that are stiff and posed 
in ridiculous groups. Ht would not 
stand up well in competition with much 
of the fine clothing literature going 
about these davs. Cost was evidently 
not stinted. The booklet isn’t cheap, 
but simply bad art—very, very bad. 
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Every Large Bank Needs One. 
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CAPITAL $8,000,000. SURPLUS $5,000,000. 


First National Bank 


CHICAGO. 





JAMES B. FORGAN, FRANK O. WETMORE, 
President. Cashier. 
WM. H. MONROE Assistant Cashier. 





Chicago, May 16, 1905. 
Mr. Charles J. Zingg, Manager, 


10 Spruce St., 


New York, N. Y. 
Dear Sir: 


Enclosed please find New York draft 
for $10, payable to your order, in pay- 
ment for acopy of Rowell’s American 
Newspaper Directory for 1905. 

Kindly forward a copy of your Direc- 
tory promptly, as soon as issued, because 
I am very anxious to make use of it. 

Very truly yours, 


Charles F. Hoerr, 
Advertising Dep't. 











PHILADELPHIA NOTES. 


The Booklovers’ Library is ex- 
pected to take a new grip on life 
through a new company which has 
been formed to lease its business. 
This concern, the Booklovers’ 
Corporation, which was incorpo- 
rated in Camden, N. J., the other 
day, with $150,000 capital, elected 
the following officers: President, 
H. Campbell Block, of Washing- 
ton; Seymour Eaton, formerly at 
the head of the Booklovers’ and 
Tabard Inn concerns, vice-presi- 
dent; and E. A. Van Wagener, of 
Newark, N. J.; J. C. Ziegler and 
W. T. Smith, of Philadelphia, 
directors. A lease of 15 years to 
the new company was made by 
the Booklovers’ Library. The 
Philadelphia Bookstore Company 
and the Tabard Inn Press will 
also be leased. The stockholders 
of the Booklovers’ Corporation 
are principally persons interested 
in the former concerns. A Phil- 
adelphia newspaper quotes Mr. 
Eaton as having said: “The reins 
of the business will still be in my 
hands. This new company puts 
us on our feet again. 


* * * 





New things are not surprising 
in the Wanamaker page advertise- 
ments. Here is the latest in his 
Philadelphia copy: 


OPEN ALL NIGHT. 


Telephone order service never closes 
except on Sunday. 
Orders received any hour. 


Bell, Filber 1. 
Keystone, Race 1. 
* * * 


Advertising and newspaper men 
throughout the country will be 
interested to learn that the Con- 
tinental Hotel, one of the most 
popular Philadelphia hotels, and 
the house most frequented by the 
fraternity, has changed manage- 
ment, Colonel Lucius F, Maltby 
being succeeded in the manage- 
by his nephew, Henry E. Maltby. 

And at the present time, during 
lunch hour, a solicitor from out 
of town is sure to find most of the 
advertising managers of the Phil- 
adelphia dailies in the Continental 
dining room, while many adver- 
tising agents and prominent ad- 
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vertisers patronize the Continen- 
tal almost daily. 
* * * 


Quite a few changes have taken 
place of late in the agency field in 
Philadelphia. 

The firm of Foley & Hornberg- 
er, Advertising Agents, has been 
dissolved. Mr. R. A. Foley is in 
business for himself at No. 600 
Bailey Building, under the name 
of Richard A, Foley, Advertising. 
He has a good line of business, 
among his accounts being: Hal- 
lahan, the shoe advertiser; Tri- 
angle collars; Villanova College ; 
Mosebach’s’ Restaurant; Ocean 
City Resort; and many other de- 
sirable accounts, 

Henry L. Hornberger has suc- 
ceeded to the business of Foley & 
Hornberger, continued in the 
same building, (The Common- 
wealth) and he has added a num- 
ber of new accounts, among them 
the Majestic Apartment House; 
The Inn, Brown’s Mills; Spruce 
Cabin Inn; Wildwood, N. J. Re- 
sort; and others, 

Since the death of Mr. W. I. 
Arrison, the business of Smith, 
Arrison and Company has been 
continued by Mr. E. Everet 
Smith, at rorr Chestnut street. 
Mr. Smith has added to his office 
room and force, and is placing a 
great deal of business, some of it 
being local installment houses. 
Among the _ foreign _ business 
handled by him are: The Mon- 
tanesca Hotel; the Baldwin Ho- 
tel; many houses at Wildwood, 
N. J., and some large school ad- 
vertising. 

The Clarence K. Arnold Ad- 
vertising Agency has found it 
necessary to enlarge its quarters 
and now occupies a large suite in 
the Bourse Building. 

Mr. Dotts, who was with the 
Ayer Agency for a great number 
of years, has been with the 
Arnold atte for some time. 


- 40> 


By printing in fac-simile typewriter 
and binding in a cover similar to 
those used for legal documents, an or- 
iginal and impressive advertising bro- 
chure has been made by Cunningham 
& Cunningham, specialists in factory 
cost and factory problems, 56 Pine 
street, New York. It is pretty certain 
to get a close examination on its ex- 
terior appearance, 

















“LAFE” YOUNG’S EFFORT. 


In the May 3 issue, the Little 
Schoolmaster commented upon an 
excellent leaflet issued by the 
York, Pa. Dispatch. Another 
one comes from the Des Moines, 
Ia., Capital which is almost as 
good. Here are the contents: 

A list of 225 lowa towns in which the Des 
Moines Cafital circulates 25 or more copies 
daily. 

SOME DEDUCTIONS, 


1 town has 600 subs. or more. 
2 towns have 500 é a 
H “ o _ “ i 
300 
14 o “oe 2c2 “ce “ce 
50 o o 100 “ce “oe 
126 o oe 50 “ ae 


22 “ “ “ “ 


25 
The Cafital reaches over 1,600 Iowa towns, 
CAPITAL SUBSCRIBERS, 


Indianola, 608; Newton, 505; Winterset, 
490; Grinnell, 425 ; Boone, 415; Atlantic, 389; 
Perry, 373; Ames, 370; noxville, 287; 
Stuart, 284; Colfax, 283 ; Nevada, 247; Adel, 
233; Osceola, 213; Cedar Rapids, 197; Earl- 
ham, 192; Madrid, 191 ; Panora, 185; Ogden, 
183; Mitchellville, 171; Leon, 161; Anita, 
159; Mt. Ayr, 152; Dallas Center, 150; Dex- 
ter, 150; Jefferson, 150; Monroe, 145; 
Clarinda, 139; Milo, 134; Marshalltown, 134; 
Brooklyn, 134; Maxwell, 134; Altoona, 132; 
Ankeny, 132; Rockwell City, 126; Audubon, 
1253 neniliie, 125 ; Lenox, 124 ; Griswold, 
120; Waukee, 118; Albia, 116; Cambridge, 114; 
Corning, 111; Guthrie Center, 110; New Vir- 
ginia, 105; Red Oak, 105; Gowrie, 102; Sac 
City, 100; Montezuma, 100; Prairie City, 100; 
Lacona, 99; Bedford, 99; Scranton, 98; Carl- 
isle, 98; Rippey, 96; Van Meter, 96; Greenfield, 
95; Churdan, 92; Adair, 92; Bagley, 91; Lin- 
den, 89; Polk City, 87; Paton, 85; Redfield, 
85 Casey, 84; Malcom, 82; Chariton, 82; 

illisca, 82; Grand Junction, 82: Ft. Madison, 
82; Menlo, 81; Lohrville, 80; Truro, 79; Cory- 
don, 79; Minburn, 78; Woodward, 78; Collins, 
76; Harlan, 75; Lamoni, 74; Slater, 73; Eagle 
Grove, 72; De Soto, 70; Valley Junction, 69: 
Story City, 695 Enterprise, 67; St. Charles, 67; 
Clearfield, 67; Yale, 65; Lewis, 65; Grimes, 64; 
Spencer, 64; Oskaloosa, 63; Rolfe, 63: Iowa 
Falls, 62; Weldon, 61; Lake City, 61; Sey- 
mour, 61; Jamaica, 61; Gilbert, 60; Webster 
City, 60; Afton, 60; Dawson, 60; Kellerton, 
59; Jewell Junction, 59; Massena, 59; Sheld- 
ahi, 58; Sigourney, 57; Fontanelle, 57; Center- 
ville, 57: Coon Rapids, 56; Cumberland, 55; 
Wiota, 55; Marne, 53; Garden Grove, 52; 
Exira, 52; Norwalk, 52; Kellogg, 52; Algona, 
51; Glidden, 50; Prescott, 50; Runnells, 49; 
Murray, 49; Bondurant, 49; Spirit Lake, 48; 
Fraser, 48; Pella, 47; Tingley, 46; Bussey, 46; 
Woolstock, 45; Vinton, 44; Delta, 44; Williams- 
burg, 43; Goldfield, 43; Britt, 43; Humbolt 43; 
Creston, 42; Beavis, 423 _Iattro-e 423 
Dows, 42; Washington, 42; Toledo, 41; Orient, 
41; Baxter, 41; Storm Lake, 40; Los Angeles, 
Cal., 395 Colo, 39; Carroll, 39; Moravia, 39; 
Marengo, 39; Washington, D. C., 39; Block- 
ton, 39; Grundy Center, 38; Allerton, 38; Dana, 
i ayard, 37; West Branch, 37; Osage, 37; 

ason City, 37; Hedrick, 37; Victor, 36; Tama, 
ia Hubbard, 36; Dayton, 36; Reinbeck, 35; 

tate Center, 35; Grand River, 35; Traer, 35; 
Walnut, 34; Dedham, 34: Van Wert, 34; Farn- 
hamville, 34; Kent, 34; Essex, 34; Conway, 

4; Manning, 34; Brayton, 33; Ackworth, 33; 
uther, 33; Ira, 33; Fonda, 33; Charles City, 
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#3 Stratford, 33; Hartford, 33; Patterson, 32; 
loomfield, 32; Milford, 32; Gravity, 32; 
Waverly, 32; Ft. Dodge, 31; Waterloo, 31; 
Rhodes, 31; Diagonal, 31; Tracey, 31; Eldora, 
31; Iowa City, 31; Cherokee, 30; Ross, 30; 
Shelby, 30; Fairfield, 29; Swan, 29; Renwick, 
29; Gladbrook, 29; Kirkman, 29; Shell Rock, 29; 
North English, 29; Shannon City, 28; Mt. 
Pleasant, 28; Ladora, 28; Kelley, 28; Belle 
Plaine, 28; Estherville, 28; Pomeroy, 28; El- 
liott, 28; Cedar Falls, 27; Lorimer, 27; 
Elliston, 27; Granger, 27; Van Horne, 26; 
Melbourn, 26; Coin, 26; Kenwick, 26; Inde- 
pendence, 353 Fremont, 25; Elberon, 25; 
Keota. 25; New Market, 25. 

Total circulation almost 40,000. City circu- 
lation almost 12,000. 

Population of Des Moines, 85,000. 


That sort of information is im- 
portant to an advertiser. Inserted 
as a page advertisement in Print- 
ERS’ INK it would cost $40 for 
one time, less five per cent dis- 
count if the advertiser choose to 
send check with order and copy. 
Printers’ INK would reach with 
this information probably all the 
advertisers to whom such a leaflet 
is mailed by the publisher, besides 
reaching a good many others. 

No first-class publication was 
ever systematically advertised in 
PRINTERS’ INK without ample re- 
turns for the outlay. 

Advertisers need as much re- 
minding as they need informing. 

pines Oca 


THE 
GREATEST 
GAIN IN 
CHICAGO. 





In the month of April, 1905, display ad 
vertiaing in THE CHICAGO RECORD- 
HERALD showed a gain over 1904 of 


198 Columns and 169 Lines, 


be far the greatest gain shown by any 

Chicago morning paper. The Chicago 
Daily News said on January 2, 1905, 
following a detailed report of its own 
circulation : 

“ With the single exception of The Chicago 

Record Herald. vo other Chicago newsparer 

makes a complete detailed publication of 

the actual sales of all its editions. 





Circulat‘on of THE CHICAGO RECORD- 
HERALD for January, February, 
March and April, 1905: 


Daily Average, 148,928 
Sunday Average, 203,501 
Careful advertisers want facts not claims. 


They get the facts from THE RECORD- 
HERALD. 
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ADVERTISING FOR THE 
PHOTOGRAPHER. 
There is no good reason why 
the photographer should remain, 
as he does, in the world of outer 
darkness where advertising pre- 
vails not. For he has a splendid 
proposition. All it needs—saving 
the pun—is skillful development. 
Portrait work forms the staple 
product of a photograph gallery. 
Yet perhaps only one person in 
ten who really wants a new por- 
trait ever gets up the gallery 
stairs and under the skylight. The 
rest procrastinate. Photographers 
continue to print plain business 
cards in church programmes or to 
dwell on their bargain prices in 
the scant newspaper advertising 
they venture upon. Little is said 
about the art of portrait photo- 
graphy or the latest styles in which 
pictures are finished. What pho- 
tographer ever went the length 
of sending out decently printed 
folders showing half-tone repro- 
ductions of his best work? Yet 
is there another line of business 
that lends itself so readily to il- 

lustration of this kind? 

The sentiment of the photo- 
graph is fine material for adver- 
tising. Death is continually tak- 
ing people off, leaving relatives 
and friends without a likeness. 
Some families make a practice of 
visiting the studio yearly and 
having a group taken or individ- 
ual portraits—a commendable 
practice that many other families 
would adopt if they knew about 
it. Then there are the babies. A 
baby changes so rapidly that its 
portrait ought to be taken every 
three months during its first year 
of life, and every six months up 
to school age. Weddings, birth- 
days, anniversaries, family re- 
unions—all these are occasions 
that suggest photography to the 
photographer, but those who take 
part in them seldom think of the 
cimera until too late. The ad- 
vertising of a live photographer 
would be written in the form of 
little talks about these matters, 
suggesting uses of the camera and 
occasions when a visit to the 
studio would result in a valued 
memento. If the photographer 
were in a smallish town and made 
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a specialty of photographing resi- 
dences, dinner parties, weddings 
and similar gatherings, these 
would form another theme for 
good advertising talks. The ar- 
tistic side of photography has 
never been presented to the plain 
people in its true aspects. If it 
were, by a photographer who 
knew his business, there would be 
less demand for the vulgar over- 
retouched “picture” and more for 
the studied, natural photographic 
portrait—at twice the price. 

Information about his craft— 
that is the advertising need. What 
photographer ever went the length 
of printing a folder telling peo- 
ple how to dress for effective por- 
traits? Yet is any subject more 
live than this—has any a more 
direct bearing on _ satisfactory 
work? Not long ago the House- 
keeper published an article on this 
subject which covers it in toto. 
Reproduced as it stands it would 
make a folder to mail to a list of 
the best people in town: 
HAVING ONE’S PICTURE TAKEN. 
Colors in Dress Are of Utmost Im- 

portance—What to Wear When 
You Visit the Photo- 
grapher’s Studio. 

Generally speaking, dark gowns 
should be avoided. Red, especially, 
is a color to avoid, as it gives an in- 
tense black in the finished portrait. 
Even for the elderly ladies it is bet- 
ter to have something light and _ soft 
folded about the neck and shoulders. 
Sheer fabrics and good lace always 
look well in photographs if nicely ar- 
ranged. Where pane a_low-necked 
dress should be chosen, if the sitter 
is not too slender, since the lines of 
the neck and throat are the prettiest 
part of many photographs. Where 
one does not care to wear a regulation 
evening dress, having one just slightly 
open at the throat is infinitely prefer- 
ab‘e to a high stock collar. A chiffon 
or mousseline de soie fichu is as ar- 
tistic a thing as one can find unless 
one be fortunate enough to have some 
delicate piece of old lace which can be 
arranged in somewhat similar lines. 
Some faces look more attractive when 
framed, as it were, by a —_ picture 
hat (ordinary hats are generally a mis- 
take in photographs), and this, in com- 
bination with a low-necked dress, is not 


against the canons of good taste, 
though it might easily be so if the 
wrong kind of hat were used. An 


opera cloak edged with something 
light and fluffy is pretty thrown loosely 
over the shoulders, especially if one 
prefers not to have too much of the 
neck and shoulders showing. Arrang- 
ing the hair becomingly, so as to avoid 
any hard lines where it touches the 
face, is very important. The style of 
bringing a solid mass of hair low over 
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the forehead is one that needs the most 
careful treatment in the world to pre- 
vent its ruining the picture. Indeed, 
it is well to avoid extreme styles 
(which are always ephemeral and look 
almost vulgar when they are no longer 
fashionable) in a photograph—not only 
in dressing the hair but in what one 
wears to be photographed in. This is, 
of course, especially important in a 
full-length portrait, for, although we all 
get to like what is fashionable, how- 
ever outrageous we first thought it, an 
exaggerated protuberance in_ sleeve, 
bustle or any lines which are not those 
of the natural figure become distasteful 
later on, and we feel inclined to burn 
up the photograph when we see it in 
our friends’ houses. 

Prices should be a_ distinct 
theme in the photographer’s ad- 
vertising. But not competitive 
prices. The bargain idea has been 
overdone in photography, and the 
craft thereby put on a_ basis 
wholly wrong. People look for 
the lowest price now because they 
do not know what quality in a 
portrait means. If told in 
straightforward, informative ad- 
vertising they would quickly see 
the point, willingly pay the price. 
In place of the old conventional 
dozen cabinets, all alike in their 
bourgeois finish, would spring up 
a demand for fine individual por- 
traits of real artistic value. Taken 
by and large, the American people 
want the best and pay for it. But 
they do not always know what is 
best, and need education. Judi- 
cious advertising along quality 
lines would do for the photo- 
grapher what it has done for 
many other business men—separ- 
ate the bargain trade from that 
which is willing to pay for value. 
These plain advertising truths 
doubtless look trite to busi- 
ness men in other lines, where 
publicity has been developed logi- 
cally. But the state of the photo- 
graphic craft is so backward as 
regards advertising that they 
should be fresh and suggestive— 
so much so, let us hope, that they 
will be acted upon. 





Light and Powcr, a monthly period- 
ical just established by the Public Ser- 
vice Corporation, Newark, N. J., ex- 
ploits the electrical department of that 
corporation, giving attention to the 
‘branches indicated in its title. 

—__+or—_—__—_ 


Two excellent folders containing lists 
of bonds and mortgages offered for sale 
by the Royal Trust Company, Chica- 
go, break a new path in disposing of 
securities of this character, 
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“The Returns from 


vorybodys 
gazine 


Are in the Ratio of 


5 wf 


as compared with 
its nearest competitor,” 


said another well-pleased ad- 
vertiser, last week. 

Does this seem like an 
extreme statement? Full 
details are yours for the 
asking. 

The surprising ‘“ Records 
of Results” which our ad- 
vertisers send us from time 
to time, are the best sort of 
eye-openers. 

Ask to see some—if you 
want bigger advertising re- 
turns. 





The Ridgway- Thayer Company, 
PUBLISHERS, 


31 East 17th Street, 
NEw YORK. 
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THE HEALTH ‘ARGUMENT. 


How It Has BEEN MAINTAINED 
STEADILY For Twenty-Five 
YEARS IN ADVERTISING THE 
Ferris Goop SENSE WaIsT— 
Opposep AT First By BotTH 
THE PuBLIC AND THE RE- 
TAILER, “Goop SENSE” Has 
PREVAILED Over T1GHT-LAc- 
ING AND THE FRENCH CORSET. 





The words “Good Sense” are 
a registered trademark of the 
Ferris Brothers Company, 341 
Broadway, New York, makers of 
corset-waists that conform to the 
natural lines of the feminine fig- 
ure. Twenty-five years ago this 
phrase was introduced in connec- 
tion with the Ferris Waist itself 
by F. P. Ferris, originator of the 
latter. Together they stood for 
a radically new idea in women’s 
dress—health and the natural fig- 
ure as against tight-lacing and the 
abnormally slender waist. With 
their introduction began a fight 
that lasted more than ten years. 

To-day the athletic American 
woman is everywhere, and it is 
difficult to realize how radical the 
idea of a health corset seemed in 
1880: That was the era of con- 
summate ugliness in woman’s 
dress, when the French corset, the 
bustle and the hoopskirt reigned. 
President Cleveland’s wife killed 
the bustle in a season, but the 
health corset was established 
only after a decade of fighting. 
In this fight the advertising of 
the Ferris Waist played an im- 
portant part. Publicity was em- 
ployed from the first, and though 
the health argument seemed the 
most unpopular that could have 
been advanced then for the new 
article, it was put foremost and 
steadily adhered to. Against op- 
position that would have discour- 
aged or bankrupted many firms it 
was carried on to success, until 
now the Ferris Brothers Com- 
pany, despite repeated additions to 
a large factory in Newark, can- 
not keep up with its demand. 

When the Ferris Waist was 
broached to the dry goods trade at 
the outset, retailers said, ‘What 
is it like—something on the order 
of bloomers?” No headway was 
made in putting it on sale in the 
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regular way, sO consignments 
were billed on approval. Even 
this was difficult. Retailers could 
discern no public demand for such 
a novelty, and they were right. 
There was none. Here and there 
an isolated woman approved and 
purchased direct, but the number 
of these exceptions was so small 
as to be disheartening. Yet Mr. 
Ferris believed in his idea and 
had firm faith in the ultimate 
good sense of the public. Fashion 
had gone the whole length of 
absurdity and artificiality. In 
time it must turn, and the turn- 
ing would be in his direction. The 
new article of dress did not ex- 
plain itself. Retailers would not 
explain it—could not be expected 
to. So advertising was begun at 
the outset. 

There were not many magazines 
then, and for a time all sorts of 
mediums were used. Money was 
wasted, of course, but finally it 
became a principle with the com- 
pany that the women who would 
wear the health waist were to be 
sought in certain directions. 
These lines obtain to-day. Fash- 
ion journals per se, dealing with 
dress from the standpoint of looks 
alone, are indifferent mediums for 
this proposition, or even antagon- 
istic to it. But journals that deal 
with dress for comfort, furnish- 
ing the ideas that aid in clothing 
the great average public—these 
are exceedingly productive. 
Among the latter mediums are 
the Delineator, Ladies’ Home 
Journal, Ladies’ World, Woman’s 
Home Companion, Christian Her- 
ald, Designer, New Idea Woman's 
Magazine, Good Housekeeping, 
Housekeeper and other magazines 
devoted to dress rather than 
fashion. Such general magazines 
as the Outlook have also proved 
productive. A volume of adver- 
tising small at first has grown 
with the growth of the Ferris 
idea and the increase. in good 
publications. 

“Advertising has not only told 
women about the Ferris Waist,” 
said J. E. Frobisher, secretary of 
the company, “but has exerted a 
tremendous moral support to 
every woman who adopted the 
health ideal in dress. Month 
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after month our advertising has 


shown that rational dress need 
not necessarily be ugly. Wehave 
employed photographs of the 


Ferris Waist on models, taking 
large spaces in prominent publica- 
tions, and as the old artificial 
mode went out the Ferris demand 
has grown. 

“Fifteen years ago the average 
corset weighed a pound or more, 
and was built up of steel, whale- 
bone and stiff fabrics into a verit- 
able prison house. It was made 
to last a lifetime. To-day the 
average corset weighs only eight 
or ten ounces, and many women 
wear simply a girdle. Whalebone 
and stiff fabrics have fallen into 


The stiffener employed 
in the Ferris Waist is Janowitz 


disuse. 


steel, covered with vulcanized 
rubber. Nothing but an excessive 
degree of heat will impair it. The 
thin strips will not rust, may be 
put into sulphur solution or strong 
brine without injury, and are so 
light and flexible that they can be 
tied into knots. Our waists are 
furnished so that all these strips 
may be taken out, or part of them, 
at will, giving precisely the degree 
of support desired. Even five 
years ago corsets weighed four- 
teen and sixteen ounces. 

“The health argument has be- 
come so identified with Ferris 
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Waists that the company leads in 
sales over the concerns that have 
since come into the market with 
a similar commodity. A health- 
ful corset stood for ugliness to 
the average woman even ten years 
ago, but now it stands for beauty 
and sanity. The athletic woman 
is the ideal—a girl must row, 
swim and play tennis to be in it 
these days. Fifteen years ago the 
stout woman laced tightly to hide 
her embonpoint. To-day she ex- 
ercises. Health waists are worn 
by children, and have an influence 
upon their development. We 
make them for infants six months 
old. 
“While 


steadily hammering 


away at the health argument, and 
making thereby an impression that 
could not have been made with 
fashion arguments, or any other 
method of persuasion, the Ferris 
advertising has been accurately 
adjusted to demand. This year, 
for example, we are spending a 
great deal of money in publicity, 
using page spaces in the Ladies’ 
Home Journal, the Delineator and 
other publications. It is a pros- 
perous year and demand exists. 
Last year was not so good, and 
our advertising underwent re- 
trenchment. It is of little use to 
advertise for a demand that 
doesn’t exist, even with a neces- 
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sity like our product. Advertis- 
ing doesn’t create demand out of 
nothing. 

“Years ago we spent money in 
the dry goods trade journals, but 
now our appeal is wholly to the 
consumer. A merchant may be 
convinced that you have a good 
article and yet be unable to put it 
in stock because there is no pub- 
lic demand. But demand built by 
advertising to the consumer com- 
pels him to stock up. After that 
give him a good profit and fair 
treatment. Our advertising brings 
a great many inquiries from peo- 
ple whom we cannot refer to a 
retailer—women living far from 
cities, as well as in foreign coun- 
tries. The magazines bring orders 
from hundreds of missionaries in 
China, India, Japan and the South 
Sea Islands, and from women 
everywhere. We have never hesi- 
tated to fill an order direct where 
good sense showed that the in- 
quirer could not get the goods 
through a retailer. In many cases 
where women write for styles the 
retailer does not carry we also 
send them direct. Some manu- 
facturers find these direct orders 
a bugaboo of magazine advertis- 
ing, and are afraid to fill them 
for fear that retailers will protest 
against the breaking down of 
trade lines. But we have never 
had any serious protests. Our 
line embraces more than a hun- 
dred styles of waists, and to se- 
lect the exact style suited to a 
given figure is sometimes a matter 
requiring advice. Consequently 
we receive a large correspondence, 
and maintain a department that 
not only fills orders, but also ad- 
vises. No accurate system of 
tracing results has been devised. 
We use no key numbers in adver- 
tising, as by far the greater por- 
tion of demand goes direct to 
stores. This much we know, how- 
ever: People read and are in- 
terested in clean adveitising in 
clean publications. We not only 
avoid all offers of premiums and 
baits to induce inquiries, but keep 
our advertising out of publications 
in which such advertising pre- 
ponderates.” 


Ove can’t do good advertising unless 
he has a good article to advertise. 


INDECISION IS CONTAGIOUS. 


How quickly an undecided, vacillat- 
ing man communicates his uncertainty 
and vacillation to those about him! Ev- 
ery one who works for him, unless he 
is unusually well poised, catches his dis- 
ease; it is aS contagious as smallpox. 
He never quite knows what he wants to 
do; he is always on the fence. Of 
course, his employees will not decide 
things for him. Everything about the 
establishment of which he is the nomi- 
nal head drags; the whole atmosphere 
is loaded with indecision. Orders are 
half executed, letters are half finished, 
repairs wait for more definite orders, 
and transactions with other people 
“hang fire” till. they are abandoned. 
There is a negative air about the place; 
the clerks, if it is a store, act as if 
they were not quite sure of what they 
should do. An employer of this kind 
is continually out of patience with those 
employed by him, when the trouble is 
that he does not let them know de- 
cisively what he wants and expects them 
to do.—Success. 

—_—_+o>——_—- 





Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 











In Toronto 
Nearly Everybody 
Reads 


The Star 


It’s the one afternoon paper in 
the largest purely English speak- 
ing city in Canada which bears 
the seal of popular favor. 


Circulation40,000 


Send for Booklet— 
“Where do the papers go?” 


All foreign advertising should 
be sent direct to 


THE STAR, 


Toronto, Canada. 
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NOTES. 


Brady’s Shor Talk is a_ pert little 
month.y periodical issued in the in- 
terest of Brady, the printer, States- 
ville, N. C. 

A TRIFLE of history with some cir- 
culation statistics have been combineu 
in a folder for the Indianapolis News 
that is distinctive for its fine typo- 
graphical dress, 


The Wallace, a handsomely printed 
little business periodical issued month- 
ly, goes to the retail jewelry trade 
on behalf of R, Wailace & Sons Mfg. 
Co., makers of “1835” silver, Walling- 
ford, Conn. 


AN eight-page book‘et from the Land 
Security Co., Philadelphia, gives some 
fundamental truths about the wisdom 
of owning one’s own home and indi- 
cates certain sections of that city where 
one ought to locate. 


Two neat brochures from the Little 
Hotel Wilmot, Phi:adelphia, contain 
articles about that distinctive hostelry 
from trade journals, one of which is 
an account of the hotel’s advertising 
from Printers’ INK. 


Kino words for the catalogue of 
Thomas Meehan & Son, Philadelphia, 
from Edward Bok, editor of the Ladies’ 
Home Journal, have been made into 
an attractive mailing card by that firm, 
reproducing the letter and signature. 


A NEAT little catalogue for the con- 
sumer gives half-tone views of a large 
assortment of suspenders, with prices at 
retail, and indicates those to be worn 
with different kinds of men’s dress. It 
comes trom Hewes & Potter, Boston. 


A LARGE catalogue of the quaint 
Chap-Book cuts, ornaments and type 
faces, suitable for novel effects in ad- 
vertising literature, is issued by the 
American Type Founders Co., New 
York and other cities. Many ideas in 
display can be gleaned from its pages. 


A NEw edition of ‘Modern Bath- 
rooms,” the book so extensively adver- 
tised in magazines by the Standard San- 
itary Mfg. Co., Pittsburg, contains an 
even hundred pages and is second only 
to the famous cata’ogue of this com- 
pany in arrangement and typographical 
execution. 


A sooktet of halftone views from 
the National Association of Manufac- 
turers, 170 Broadway, New York, indi- 
cates that organization’s facilities for 
he ping members handle export trade, 
showing translating departments, 
handling of international freight rates, 
the library of foreign publications, etc. 


Any man_ really interested in the 
problems of display—the faces of t 
that stand out and the ones that don't, 
those easy to read and others not easy, 
and way—wil find much new matter 
in a booklet from_ the Cheltenham 
Press, New York City, showing how 
Cheltenham type was adapted to the 
Linotype and what considerations en- 
tered into its designing originally, This 
short essay on type faces, by. Ingal s 
Kimball, gives much information that 
has never before been represented so 
euccinctly. 
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Tue service of the Granfiis Press, 
112 West 18th street, New York, is 
briefly dealt with in a brochure that 
covers a.l departments. Jts typographi- 
cal design is at once striking and with- 
in the canons of good taste—not ari 
ordiary combination. 


“Taxtnc Care of Tennessee,” a 
booklet from the State Committee of 
the Y. M. C. A., Nashville, that State, 
shows the association’s equipment in 
all centers and out.ines its aspirations 
and needs. It is a fine piece of printing 
and also fine advertising, 


Buck’s Shot is a trade periodica! to 
cement things between manufacturer 
and retai-er, published by the Buck’s 
Stove and Range Co., St. Louis. The 
printing of the first issue is admirable, 
and it contains numerous good things 
on advertising and salesmanship. 


“Snow Me,” a booklet from W. D. 
Boyce & Co., Chicago, contrasts our 
old friend General Publicity with the 
kind of advertising that is keyed and 
watched solely according to reply-cost. 
Incidentally some strong arguments are 
introduced for the Boyce papers. 


“MAINE’s Money-Making Farms” is 
a book of sixty-four pages dealing with 
agricultural conditions in that State 
from the settler’s standpoint. It is sent 
out by the E. A. Strout Farm Agency, 
150 Nassau street, and contains so 
much optimistic matter about the Pine 
Tree State that almost any farmer who 
gets a copy will want to go there. 


THE textile trade of the United 
States uses one-sixth of all the motive 
power generated in the country, ranks 
first in number of employees, second in 
amount of capital, second in value of 
its products and amount of wages paid. 
Other interesting statistics are given 
in a booklet from the Te-tile orld 
Record, Boston, with letters from man 
sources showing the regard in whic 
that journal is held in its field. A 
good piece of advertising for a good 
publication. se 


FINANCIAL EXPRESSION ILLUS- 
TRATED. 
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(A _Roll of Honor) 


(THIRD YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 











Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circ duly signed and dated, 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above- 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (+ ) 














These are generally regarded the 
to know wuat he pays his hard cash for. 


ublishers who believe that an advertiser has a right 





(@™ Announcements under this classification, if entitled as above. cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 


advance. 
can be made, provided dg 
dated, covering the addition 
paper Directory. 


ALABAMA. 


Athens, Limestone Democrat, weekly. R. H. 
Walker, pub. Actual average for 1904, 1,011. 


ARIZONA. 
Phoenix. Republican. Daily average for 1904. 
6,889. Chus. T. Logan Special Agency, N. Y. 


ARKANSAS. 

Fort Smith, Times, daily. In 1903 no issue 
tess than 2,750. Actual average for October, 
Nor ember and r, 1904, 8,646, 

Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000. 


CALIFORNIA. 
Mountain View, Signs of the Times. 
weekly average for 1904, 27.108. 
San Franeiseo, Call, a’y and 8’y. J. D. Spreck- 
els. Actual daily average {or — ending Dec., 
1904, 62,282; Sunday, 87.9 


San Jose, Town and entry Journal, mo. 
W. G. Bohannan Co.. Average 1904, 9,125. 
First three months 1905 15,000. 


COLORADO. 
Denver, Clay’s Review ; weekly ; Perry A. Clay. 
Actual average for 1904, 10,926 (3). 


Denver, Post, daily. Post Pristieg and Pub- 
lishing Co. Average for 1904, . Average 
Sor April, 1905, 46,852, Gain, 2 2, 2755. 


6” The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Meriden. Morning Record and Republican. 
daily average for 1904, 7.559. 

New Haven, Evening ape oe. Actual | 
av. for 1904, 18,6183 3 Sunday, 11, 

New London. Day, ev’s. ev’s t= 190k. 5855. | 
First 3 mos, 1905, 6,055. . Katz, Spec. Ad. 
Agt., N. ¥. 

Norwich, Bulletin, morning. Arerage for 1903 
4.988; for 1904,5,850; now, 5,942. 


Norwalk, Evening Hour. Daily arerage year 


Actuai | 


UA 
oS 
TEED 


eekly, monthly or quarterly corrections to date showing increase of circulation 
ublisher sends a statement in detail, properly signed and 
period, in accordance with the rules of the American News- 


DELAWARE. 


Wilmington, Every Eveni Average r- 
anteed circulation for 1904, 11-460. _ 


Wilmington. Morning News. Only morning 
paper in State. Three mos. end. Dec., 14, 10,074. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1904. 85,502 (OO). 


GEORGIA. 

Atlanta. Journal,dy. Av. 1904, 43.688, 
1905, 46,084,Sy. 46,674, Semi-weekly 55, 

Atlanta, News Actual daily average 
24.2380. S.C, Beckwith, Sp. Ag., N. Y. & 

Augusta, Chronicle. Only mornin 
1904 average, daily 5,661; Sunday 7,480. 

IDAHO. 
Boise, Evening Capital News. Daily average 


1904, 3%. ; average February, or 4,580, 
Actual circulation March 4, 1905, 4,815. 


ILLINOIS. 


Cairo, Bulletin. Daily and ee average 
1904, 1,945, April, 1905, 2,220 


Sas: 


190k, 


paper. 


Csiro. a 
weekly, 1,127. 


emda News. First 3 mos. 1906. no 
of daily less than 2,800; weekly, 8,800. 


Chieago, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average for 1904,4,100 (O@) 


Daily Average 1904, 1,196, 





no issue 


Chicago. Farmers’ Voice Actual weekly aver- 
age year ending December,1904, 25,052 (>). 


COhieago, Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. Sur 1904, 4,926 (OO). 


Chicago, Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1904, 18,750. 


Chieage. National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1903, 6,250. 


Chicago, Record- wr Average 1904, daily 
145.761, Sunda 400. Average Jan. and 
Feb., 1905, daily 1ds.8 Pat +h Sunday 202,098. 


Kewanee, Star-Courier. Av. for 1904. daily 
8.290, wy. 1,278. Daily ‘st i mos. '04,8.296. 


La Salle, Rey Promicn, Polish, weekly. 
Average 1903, 1.80 


Peorta, Star, evenings ana Sunday morning. 





ending Dec., 1904, 8.217 (2). 
Waterbury. Republican, dy. Arer. for 1904, 
5,770. Coste & Macwell 1 Spec. Agents, N. Y. 





Actual average for 1904, d‘y 21,528, S’y 9,967. 

















INDIANA. 


Evaneville, Coarter, dash and 8. Courier Co., 
pub. Act, ay. ’03, 1% ». Sworn av. vs, 12,- 
Bais Smith Thompec mm, Sp. epan.Y. ct Oh icago. 


indians lis, Star. Aver net sales 1904 (all 
returns aud unsold copies a a 88,274 (4). 


Marion. Leader, daily. Ww. B. W “sen pub. 
Actual average for year 1904, 5.635 


a otre Dame. The Ave Maria, Catholic weekly. 
ctual net average for 1904, 28,815 


"a d, Sun-Tel Sworn av, 1904, dy. 
8.761. 


South Bend. Tribune. Sworn daily average 
1904,6,589. Sworn arerage for pref 7, O94, 


Terre Haute. Star. Av. net sales 1904 (all 
returugand unsold copies deducted), 21.288 (>). 


INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily and ae: 
Average for 1904, dy., 2,068; wy.. 3.291 


IOWA. 
Davenport, Democrat and Leader. Largest 
gaar.city circu’n. Sworn aver. aver, April, 1908, 7,880. 


Davenport. Times. 8. Daily aver. 1904, 9.895, 
Daily aver. April,1905,10,.428, Cir.guar. med 
than all other Davenport dati daiiies combin 


Des Moines. Capital, daily daily. Lafayette — 
ublisher. Actual average sold 1904, 86,888. 
resent circulation over 89.000. 

City circulation guaranteed largest in Des 
Moines. Carries more rtment store adver- 
tising than all other papers combined. Carries 
more advertising in six issues a week thanany 
competitor in seven. 


Tes Moines, News. daily. Actual arerage for 
1904,42.620. B.D. Butler, N. Y. and Chicago, 

Dea Moines, Wallace s Farmer, wy. Est. 1879. 
Actual average for 1904, 86.811. 

Museatine, Journal. Daily av. 1904, 5.240, 
tri-weekly 8,089, daily, March, 1905, 5,452. 

Ottumwa, Courier. Daily average for Dec- 
ember, 1904,5,192. Tri-weekly average for 
ember, 1904, 7.975. 

Stonx a i Dy. av. for 1904 (sworn) 








21.784 av. for Dec., 1904, 28,808. Records 

aieove —. More readers in its Jield than of all 
ly papers combined. 

ye City. Tribune, Evening. Net sworn 

daily, average 1904, 20,678: Mar., 1905,28, 702. 


KANSAS. 
ka, Western Sehool Journal, educational 
anal ly. Average for 194, 7,808. 


KENTUCKY. 
Megvedshure. Democrat. Best wy.; best sec. 
Ky.; best results toadv. Proven av. cir. 8,582. 


Leuiaville, Evening Post, dy. Kvening Post 
Co., pubs, Actual avevage for 1903, 26,9 


Paducah. News-Democrat. Daily net av. 1903, 
2,904. Yearending Dec. 3/, 1904, 8,008. 


Padueah, The Sun. Average for February, 
8,478. 


1905 
LOUISIANA. 


New Orleans. The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’04,4,815. 


MAINE. 

Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average for 1904, 1,269,641. 

Bangor. Commercial. Average fco~ 1904, daily 
8,991, weekly 28,887. 

Dover, Piscataquis Observer. Actual weekly 
average 1904, 1,918. 

Lewlaton. Evening Journal, daily. Aver. for 
1904, 7,524(©O), weekly 17.450 (© ©). 








Ph gon > Woods and Woodsman,weekly. 

. W. Brackett Co. Arerage for 1904, 8,180. 

Cortiané. Fga—- J Kxpress. Arera enge Sor 1904, 
daily 12.1 


6, Sunday Telegram, 8,476. 
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MARYLAND. 
Baltimore, News, daily. Even- 
ing News P a Company. 
Average ‘on 53,7 
» GUA April, 1905, 61,689. 
The absolute correctness of the 
TEED latest circulation rating accorded 
the News is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will pay one hundred 
dollars to the jirst person who successfully con 
troverts its accuracy. 


MASSACHUSETTS. 


Boston, Globe. etd Jor 1904, Dy 7a Dy 98,- 
705, Sunday, 298.868. “Largest Circulation 
Daily of any two cent paper in the tiated States. 
100,000 more circulation than any other Sunday 
paper in New gland.” Advertisements go in 
morning and afternoon editions for one price. 


&@™ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 

person who successfully controverts its 

accuracy. 
Perfect copies painted § for sale. 
H. TAYLOR, JR., 
Business Manager. 
May 1, 1905, 


Boston, Evening Transcript(@@)(412). Boston’s 
tea table 4 ‘paper. pb mores week-day adv. 


Boston, Post Average for 1903, daily, 178,- 
BOs; for 1904, 211.221. ton Sunday Post, 
average for 1903, 160,421: for 1904, 177.664, 
ian est daily circulation Sor 1904 in all New 
gland, whether morning or evening, or morn- 
mg and evening editions combined. Secoud 
largest Sunday circulation in New “England. 
poe | rate, 20 cents per agate line, flat, hg 
; Sunday rate. 18 cents per line. The bes 
idvertising propositions im New England. 





Roaton. Traveler. Ket. 1824. Actua! daily av. 
1902, 78.852. In 1903, 76.666. For 1904, aver- 
age daily circulation, 81,085 copies. 

Reps.: Smith & Thompson, N.Y. and Chicago. 


North Adama, Transcript, even. Daily aver. 
printed 1904, 5,895. Last 3 mos., 1904, 6,166. 





Springfield. Good Housekeeping,mo. Aver 
age jirst 5 mos, 1905, 208.420. No issue les 
than 200,000, All advertisements guaranteed 


Worcester. Evening Post, -—_.- Worcester 
Post Co. Average for 1904, 12,617. 


Pb L/Opepen Yeats. ¢ jue, oy (6@). 
Y 
Onit ‘States’ on Roll of Honor. 


MICHIGAN. 


Adrian. Telegram, dy. D.W.Grandon. Av for 
1904, 4,164, Aver. 4 months 1905, 4,606. 


Grand Rapfda. Evening Press dy. Arerage 
1904, 44,807, Average 3 mos. 1905, 45,916, 


Grand Rapida, Herald. " Average daily issue 
last six months of 1904, 28.661. Only morning 
and only Sunda —< its field, Grand Rapids 
(pop. 100,000) and Western estern Michigan ( pop. 750,000), 


Jackson, Press ‘and Pati Patriot. Actual daily 
average for 1904,6,605,. Av. April, 1905, 7,861. 





Kalamazoo, Evening Telegraph. Last six 
mos. 1904, dy. 9,812, Dec. 10,086, 8.-w. 9,511. 


Kalamazoo. Gazette, daily, 1904, 10,811. 
Dec.11,087. Largest circulation by 4,500. 

Saginaw. Courier-Herald, daily, Sunday. 
Average 14, 10,288; April, 1905, 11,096. 


Saginaw. Evening News, daily. Average for 
9904,14,816. April, 1905,15,459. 


Sault Ste. Marie. Evening News. daily. <Av- 
erage, 190h,4,212, Only daily in the two Soos. 
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MINNESOTA. 


Mi P kk Posten. 
Swan J. Turnblad, pub. 





Ameri 

1904, 52,068. 

Miquengetic Tribune. W. J. Murphy, pub. 
867. Oldest Minneapolis daily, 19v4, 

Filiy average, 87,9295 last quurter rd 

19h was 92.222: oe 71,221. Dai 

92,528 


average for_ Apri 1905, was 
28. 


net: Sunday, 78.8 


CIRCULAT’N The Evening Tribune is guar- 
anteed to have a larger circulu- 
foe than any other ar 
olis newspaper’s evening 
tion. he carrier-delivery of 
th’ daily Tribune in Mmueap- 
olis is many t nds greater 
than that of any other news- 
paper. city circulation 
by Am. News- ‘alone exceeds 40,100 daily. The 
paper Direc- Tribune is the reeognized 
tery. Vant Ad paper of Minne- 
apethe. 

The Minneapolis Tribune has purehased 
from the Globe Company the entire circula- 
tlon of the St. Paul Globe, daily and Sun- 
day. The latter Rit per retired from bual- 
ness April 80th. his throws the Tribune 
eireulation away above the 100,000 mark. 


oT a. Farmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. Actuulaveruge 1903, 73,854. Actual 
average 1904, 79.750. 

absolute accuracy of Farm, 

Stock & Home’s circulation rating 

is guarauteed by the American 

Ne r Directory. Circulation is 

nethg ically confined to the furmers 

Minnesota, the Dakotas, Western 
isconsin and Northern Iowa. Use 
it to reach section most profitably. 


Minneapelts, Journal, daily. Journal Print- 
ing Co. rer. for 1903. 57,0893 194, 64.885 ; 
hirst quarter 1905.67, 82% ; April, 1905, 67.226 

The absc 


lute accuracy of the 
Journal’s circulation rati is 
guarauteed bu the American News- 


AAW paper Directory. It reaches a 
AN greater number of the purchasing 
Maa classes and gues into more homes 
thar any prper in its jield. It 

brings results. 


Aver. 1904, 58.086. 
ST. PAUL'S LEAD. 
W’y aver. 1904, 78,951. 


&t. Paul. ge ~- 
January, 1905, aot 
ING NKEWSPA PER. 


&t. Paul. News, daily. Actual average for 


1904.86,204. B.D. Butler,N. Y. and Chicago. 
&t. Paul. Pioneer-Press. Daily average for 


1904 85.090. Sunday 80.484, 


&t. Paul. The Farmer, s.-mo. Rate, 35c. per 
line, with discounts. Circulation for year endig 
Dec., 1904, 88,487. 


8t. Paul. Volkszeitung. Actual arerage 4 
dy. 12,685, wy. 28,687, Sonctupsblatt 25,640. 


MISSOURI. 


Clinton, Kepublican. Wy ar. last 6 mos, 1904, 
8,840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 


Kaneae Clty, Journal, d'yard w’y. Average 
for :w4, daily 64,114, weekly 199,590. 


Kanane City, World, daily. Actual arerage 
for 194, 61,478. B.D. Butler, N, Y. & Chicago. 


&t. Joseph, News and Press. Circ. ‘st 3 mos. 
1905, 3.469. Smith & Thompson, Eust. Rep. 


- Leut«, National Druggist. mo. Henry R. 
eee Editor and Publisher. Average for 1904, 
8,080 (© ©). astern office, 59 Maiden Lane. 


&t. Louis, National Farmer and Stock Grower, 


monthir, Average for 1902, 68.588: arerage for 
1903, 106,625; average for 1904, 104,750. 


MONTANA. 


Butte. American Labor Union Journal, week- 
ly. Average /ws, 20,549 generul circulation, 
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NEBRASKA. 
Lineoln, Daily Star, evening 
and Sunday morning. Actual 


heel duily average for 1904, 15,289. 
te “0 For March, 1905, 16,862 Only 


Nebrasku paper that has the 
Guarantee Star. 

Lincoin, Deutsch-Amerikan Farmer. weekly. 
Averuge year ending January, 1905, 146,562. 


Lineoln, Freie Press, weekly. Segforee: 
for year ending January, 1905, 149.2 


Lineoln. Journal and News. Daily average 
1904, 26,888; February average 28,055. 

Omaha, Den Danske Pioneer. wy. Sophus F. 
Neble Pub. Co. Average for 1 for 1904, $1,628. 


Omaha, News, daily. Act Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago. 


NEW HAMPSHIRE. 


Nashua, Telegraph, dy.and wy. Daily aver. 
Sor 6 mos. ending April sth, '5, 8,286. 


NEW JERSEY. 


Camden, Daily oe. Est. 1876. Net aver. 
circulation for 4 mos. end. Dec, 31, 1904, 8,687, 

Jersey City. pr Journal. Arerage for 
1904, 21,106. First 3 mos. 1905, 22,689. 

Newark.Evening News. ye News Pub. 
Co. Av. for March, 1905,61,405 

Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1904, 5,062. 

W ashington, Star, wy. Sworn av. ’0;,8,759. 
Sworn aver. '04. 8,981. More actual subs. than 
any Jive other Warren Co. papers. 


NEW YORK. 


Albany. Times-Union. every evening. Est. 1856. 

Av, for’'vs,80,487 ; Jan.,Feb.,&Mar.,’05,88,594. 

Batavia. News, evening. Average 1903, 

6.487. Average 1904, 6,757. 

Buffalo, Courier, morn. Av. 1904, Sunda; Si 
882; duily 50,946; Enquirer, even., B2.T02 

Buffalo. Evening News. Daily averaye 1904. 
88,457; March, 195, 96.794. 

Catakill. Recorder, weekly. Harry Hall, edi- 
tor. 14 av.,5,686. Av. December. &,781. 

Cortiund, Democrat, Fridays. Kt. 1840. Aver. 
1904, 2,296. Only Dem. paper in cvunty. 

PL | Leader, evening. 
6.288. First quarter 1905, 6,423, 

Lyons. Republican, established 1821. Chas. H. 
or editor and prop. Circulation 1903, 2321. 


‘Argus. Average 1904, 








“ verage, 1904, 





unt Vernon. Daily 
avis. Westches.er County’s leading puper. 


Newburgh, News. daily. Av. for 1904, 4.722, 
8,000 more thau all other Newb gh puper ‘scomoined. 


New York City. 


Army & Navy Journa! Est. 1863. Actual weekiy 
average for 52 issues, 1904,9.871 (OQ). Only 
Military paper awarded ** Goi “Gold Marks.” 


Baker’s Review monthly. W.K Gregory Co., 
publishers. Actual average for 1904, 4,900. 


Ben- 


Benziger’s magazine, family wore A 
o. pres- 


ziger Brothers, Ar — Sor 1904,87,0 
ent circulation, 50,000 


Clipper, weekly (Theatrical), Frank th/ 
Pub. Co., Ltd. Aver. for 1904, 25,662(OO 


El Comercio, mo. Spanish export. J. an 
ard Clark Co. Average for 194,737,292. 


Haberdasher, mo , est. 1881. Actual average for 
1904, 7.000. Binders’ afidarit and Post Office 
receipts distributed monthly to advertisers. 
Hardware Dealers’ Magazine, morthly. 
In 1994, average issue, 17.500 ©@od). 
D. T. MALLETT, Pub., 243 Broadway. 


Leslie’s Weekly. Actual arer. year end. Aua. 
1904, 69, 0TF (H). Pres. au. over 85,000 weeilly. 
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Leslie’s Monthly Magazine, New York. Arerage 
ciroulation for the past 12 mouths, 243.946, 
Present average circulation 800,169, 


Music Trade Review. music trade aua art week- 
ly. Average for 1904, 5.509, 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. oil, ete. 1904 av. cir. 6,801. 


Pocket a“ of Railroad Officials, qly. Railr’d 
& Transp. Av. 1903, 17.992; 1904, 19,547. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual weekly av- 
erage for nine months 
ending April 30, 16,- 
262 copies. 

Dow, Jones & Co 


The Wall Street Journal. 
pablishers. Daily average 194, 11,085, 


The World. Actual aver. for 1904, Morn., 302,- 
885, Evening, 379.785. Sunday, 438,484. 

Roch nd mo. Law. Av. 
for 194, Seraee, ; 6 vears’ average, 30.108, 








Seheneetudy, Gazette. daily. A. N. Liecty. 
Actual average for 1903, 11.623, 1904, 12.574. 


&yracuse. Evening Herald. daily. Herald Co. 


pub. Aver, 1904, dai ly 35.648, Sunday 39,161. 


Ttlea. National fieowrtent Contractor, mo. 
Average for 1904, 2.625 


Utien. Press. daily yr A. Meyer, publisher. 


Average for 194, 14, 
NORTH CAROLINA. 


oe. Observer. North Carolina's fore- 
per. Actual daily aver. a 6,148; 
Sunday. 8,408, semi-weekly, 4,496 
a Biblical Recorder. yay. Average 
195, 8.872. Averaye 14, 9.756. 


NORTH DAKOTA. 


Grand Forka. derald, dy. av. for yr. end. Feb.. 
05. 6.096. Will guar. 6.000 Sor yr..N. Dakota's 
BIGGEST DAILY. La Coste & Maxwell, N.Y. Rep. 


OHIO. 


Akron. Beacon Journal. Average year ending 
March, 195, 10,107, N.Y... N. Y.. 623 Temple Court. 

Cleveland, Plain Dealer. Est. 1841. Actual 
duily averaye 1904, 79,460: Sunday 68.198. 
Apr., 1905, 81,562 daily; Sunday, 72.110. 

Washington Court House. ~~ 
Record, weekly. Actual average 194, 


Youngstown. Vindicato:. D’y ar. 
cago. 





Co. 
1,710. 
04,12, 020. 
LaCoste & Maxwell, N.Y. & Chi 

Zaneaville. Signal, daily, al, daily, reaches 8. E. Ohio. 
Guarantees 5,000. Average for 1904, 5,170, 


ante ‘times-Recorder. Sworn arerage 
'905.10.855. Guaranteed double nearest com- 


peilter and 504 in excess combined competitors, 


OKLAHOMA. 





Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, 


58,898, 
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OREGON. 


Portland. Evening Telegram, ax. (ex. Sun.) 
Average circulation during 1904, 21,271. 


Portland. Oregon Daily Journal. Actual arer- 
- oe a 20,766 ; actual average during 
oe 


PENNSYLVANIA. 


Cheater. Times, ev’g d'y. Averauve 1904, 7.929, 
N. Y. office, 220 B’way. F. Rk. Northrup, Mgr. 


Mozvtchars, Telegraph. Dy. sworn av. Dec. '04, 
11,726. Largest circn. in Harrisburg gqurt’d 


Philadelphia, American Medicine. wy. Av. 


for 1902, 19.327. Av. March 1903, 16,827. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
montu of April, 190: 

1 H 


AN 
TEED 






; fais! 





yotal for 25 days, 5,414,686 c: opies. 
NET AVERAGE FOR APRIL, 


216,587 copies per day 


The BULLKTIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitte.. 
Wm. L. McLEA4n, Publisher. 
PHILADELPHIA, May 4th, 1905. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


April Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of April, 1905: 

16 








Tota) for 25 days 4,062,441 copies. 
NET AVERAGE FOR APRIL 


162,498 copies per day 


BARCLAY BH. WARBURTON, President, 
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CAPITAL $500,000 


W. B. HALE, PResipEentT B, A. RICH, SecreTaRY 
J. B. BRYAN, Vice Presivent W. H. BRIGGS, Treasurnca 


THE LAWYERS’ CO-OPERATIVE PUBLISHING COMPANY 
LAW PUBLISHERS 4»> BOOKSELLERS 
ROCHESTER, N. Y. 


May 13, 1905. 


The Printers’ Ink Pub. Co., 
New York, N. Y. 


Gentlemen: 

Answering your favor of the llth 
inst. , we are renewing our contract for 
another year’s insertion of our adver- 
tisement in the Roll of Honor. 

We have received this last year $600 
or $790 worth of really unsolicited ad- 
vertising, and, for lack of a better ex- 
planation, we are crediting it to the 
Rollof Honor. At any rate, weare 
taking the chance that it is responsible 
for it. 


Very truly yours, 


The Lawyers’ Co-operative Pub. Co. 


Per J. B. B. 
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gheiehlo. German Daily Gazette. 
irculation Lee “a 49.088. - Sanding 7.898. 
Sonn statemen 7. books 


Philadelphia. Farm Journal, monthiy. Wil- 
mer Atkinson ee ublishers. Average 
for = 598,880. ers’ Ink awar 
seventh Sugar “nm to Farin Journal with this 


awarded June 2%th, mee by i 


- Printere Ink, ‘The Little 
- master’ in the Art of 
“ Advertising, to the Farm 
* Journal. After acanvassing 
“of = extending over a 


od of nalf a tha among all 
«Woes published fuvthe’ Unite Atates, has been 
se patyagee med the best serves its purpose 
% ond Sor the agricultu- 





3: “ral population, and asan effective and —_— 
wi 
“ through ils advertising coln columns,” 


Philadelphia, Press. Daily average year end- 
ing Dec. 31, 1904,118,242 net copies sold. 


Fitiadeiphte. wo Sebel wy weekly. 
Phe eigiou By 18. Send for rates to 
4. Phi 


Philadelphia, The Grocery World. Actual 
average for 1904,11,764. 


ofa" oe gd World, wy. Av. 1904, 22, 
"Reaches bes paid class of workmen inU. R. 


*Pettevile tren Chronicle, Officialcounty 
organ. ily average 1904, 6,757. 


Weat Chester. Local News. daily. 
Hodgson. Average for 1903 15,168. 


Williamaport. Grit. America’s Greatest 
Weekly. Av. first 3 
Thom 








WwW. a 


mos. 1905 285,756. Smith 
ipson, Reps.. » New York York and Chicago. 


York, Dispatch, “Gaily. y. Sor 1904, 

8,974. * Enters two-thirds of PA 
RHODE {SLAND. 

Pawtueket. Evening Times. Average for 
Sour vesotan ending April 29th, 1905, 16,804. 

Pre mee, Daily Journal, 17.290 (QO). 
bandon. 486 ‘90. Evening ‘Bulletin 87. 886 
e@verage 1904. Providence Jou nce Journal Co.. pubs 


Weaterly, fun. ‘Geo. H. Utter pub. ane 
1904, 4,480. Only daily in So. sland. 


SOUTH CAROLINA. 

Oharleston, Evening Post. Actual dy. aver. 
for first 3 months 1905 905 4,110. Apr. 4,458. 

Columbia, State. Actual average for 1904, 
daily 8,164 aw (OO) per cents, —— 

25 9,417 (OO). r last 
six months of Yo08 daily G26: 6 Sunday 9.912. 
&@ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


UA 
ore 
TEED 








TENNESSEE. 
Chatt Crab 's Weekly Press. Aver- 
age N her and D ber, 47.044 (:k). 
ao. Journal and Tribune. Actual 


arerage for year ending January 3/, 1905, 
(obee (3) ; weekly average for 1904, 14, 518. 
t@ The absolute correctness of the latest 

t t issued 
by the Daily Journal and Tri- 
bune is guaranteed by the 
publishers of the Amer- 
ican Newspaper Directory, 
who will pay one hundred 

dollars to the first person who success- 
fully controverts its accuracy. 

as. Sentinel. Av. ’04,.11,482. Led near- 

est cumpetitor 11,000 in advert’ng. ‘04, 6 days vs. 7 





. 
' 





Memphis, rage ie day 8 d inday, 
weekly. Average 190, ily 88, va8. fea 








47.002, weekly 86.8 ys nnn " 
son, Representatives N. a é 0 
Sai. Banner, daily. posses ‘or year 1903, 
= 1904, 20.708. 'y Nashville 
daily eligi to Roll of Honor. 
TEXAS. 
Denton. Record and Ceroniate, Daily av. 
1904,816. Weekly av., 2,775 daily and 


weekly reach uearly 80 per cent of the tax ing 
families of Denton county. ”“e 


El Paso, Herald. Dy. av. 1904, 4,211; Dec.. 
1904, 4480. Merchants canvass showed Heral 
in 80 per cen homes. Only El Paso 
daily paper shove to Roll to Roll of Honor. 


Paris, Advocate, dy. W. ‘ay. W.N. Furey, pub. Act- 
ual average, 1903, 1, $37; 1904, 1,881. 


VERMONT. 


Pi Berre, Times, daily. F. E. Langley. Aver. 1904, 

a Daily pore. evening. Actual 
daily average 1904, 6,018 ; last 6 mos., 6,625; 
last 3 mos., 7,024 ; last tt 7,847. 


Burlington, Free Press. Daily av. 03, 5.566. 


04,6,.682. Largest city and Siate circulution. 
Examined. by Assoc’n of American Advertisers. 


VIRGINIA. 


Norfolk. Dispatch, daily. Circulation, 1904, 
9,400; Jan., 1905, 9,858; Feb., 10,648; March, 
8 


Richmond, News Leader, afternoons. Actual 
daily ourans 1904, we (see Rana yay he 
ll = — 0 no equal in ing 

rectory). JF has and Atlanta. 
Richmond, Times-Dispatch, 


— 
~ g daily —- 


r end 
GUAR tng December: soni, Se “ee. High 
YEED ae tion. I he poten bp 
or duplication. In nine 
of R p neee homes. The Stat te 
paper. 
WASHINGTON. 


Seattle, Times. Actual aver. circulation Oct8 
Nov. and Dec., 1904, 87.090 daily, 45,450 Sun 
day. i a daily and Sunday in State. 

Tae . Ledge: pglY, 2" av. 1904, 14,864; Sy., 
1s,4tb: “se ya24 Aver. 4mos., ending Jan. 
31, 1905, Daily, 14,696, Sunday, 19,818. 


WEST VIRGINIA. 


Sorkesshure, Sentinel, ay Am B E. Hornor, 
pub. Average for 1904, 2,820 (1054 


Wheeling, News. Daily paid circw’n 9.707. 
oy on ‘circu'n 10.829. For 12 months up 
to Api 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


Milwaukee. Evening Wisconsin, d’y. Av.1904, 
26,201; Apri, 1905, 27,175 (@6). 


Fae yo Journal, daily. Journal Co., pub. 
, end, Dec., 1904, 82, 170 87,170 Mar., 1905, $8,818. 


yeni Northwestern. dail 
190k, 7,281. December, 1904, 2, 26. 


Wisconsin Agricpltariet. Rociae. bane 

Estab. 1877. only 
Wisconsin paper whose y +. 
tion 18 guaranteed by the Amer- 
ies ‘ewspaper Directory. Actual 
average for 1903,88,181; for 1904, 
87,254; for year ended March 30, 


1905, 38,960. . Y. Office, Temple 
Court. 0. Richardson, —_ 


Average for 


WwW. 


WYOMING. 


Chereaae, Tribune. Actual daily averagefor 
1904, 8, 986. 


Rock Springs, Independent. Weekly average 
Sor 1903, 1,055. First eight months 1904, 1,582. 
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BRITISH COLUMBIA. 


Vaneouver. Province. daily. W.C. Nichol, 
publisher, Average for 1¥4,7,426; arerage for | 
april, .35, 3,669. 

Vieteria, Colonist, daiiy. Colonist P. & P. 
Co. Aver. for 1903, 8,695 ; for 194, 4,856 (4). 


MANITOBA. CAN. 


Winnipeg, Free Press, daily and weekly. Ar- 

eruge for 1w4, daily, 25.698; weekly, 15,801. 
Daily, April, 1905, 29,116. 

Winnipeg. Der Nordwesten, Western Canada's 
German newspaper, covers the German sprak- 
ing populution of over 150,000—its exclusive field. 
Averag? for 1904, 11,892 ; —- for 12 months 
ending April 30, 1905, 12,2 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
October, November, December. 1904, 6,091. 


NOVA SCOTIA, CAN. 


Walifax, Herald (© @) and Evening Mail. 
Circulation, 194, 15,68 Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthiy. Average for 1w4, 6,000, 


Toronto. Evening Telegram. 

| 1904, 81,384. Perry Lukens Lukens, Jr., N.Y. rms 
Toronto. Star, daily. Sworn werage cir- 

| culation for aay 1906, 89,021. Tanee cir- 


|culation of any evening paper published in 
| Ontario 


| Toronto, The News. ws. Sworn average dat! ycir- 

culution for April, 1905, 88,957. Udvertising 

| rate ie. fiat. run of paper. cores cir- 

ogee of any evening paper published in On- 
ario. 


QUEBEC, CAN. 


Lad Montreal. Herald, daily. Est. 1808. Actual 
aver. daily 1904, 28,850; 850 ; weekly, 18,886. 


Montross. Journal nal of Ag Agriculture and Horti- 
culture. Semi-monthly, Average 1904, 61,427. 


Montreal. La Presse. La Presse Pub. Co., 
Lta., publ.shers. Actual average 1904. daily, 
80,259; Av. Mar., 06, 95,826. Sat., 118.892, 


Montreal. Le Canada. Actual average 1904— 
daily, 19,237; weekly, 18.757, 


gt Star, dv.&wy. Graham &Co. Av. 
Sor 03, dy. &5.127. wy. 122,269, Av. for 1904, 
dy. 56, 295, wy. 125, a0 0, 








c ©) GOLD MARK PAPERS@6) 





(OO) Advertisers value these od gy oe more for the class and —_ of their Ectpouintion than i 


tbe mere number of copies print 
the sign ©.— Webster’s Dictionary. 


Among the old chemists go! 


d was symbolically represented b: 


Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
ver Directory. one hundred and eleven are distinguished from all the others by the so-called gold 
marks (© ©). the meaning of which is explained above. 

Abnouncements under this 7 from publications having the gold marks in the 
Directory, cost 20 cents per a k, two lines (the smallest advertisement accepted) cost 

Somme. ri 


$20.80 tor a full year, 10 per cent 


r $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D.C. 

THE EVENINGSTAR (©O), Washington, D C. 

Reaches 90% of the Washington homes. 
ILLINOIS, 

TRIBUNE (© ©). Only ao in Chicago re- 
ceiving this mark, becau RIBUNE ads bring 
satisfactory results. 

BAKERS’ HELPER, (© ©), Chicago, only “Gold 
Mark’ vaxing journal Oldest, lar best 
known. Subscribers in every State and Terri ritory, 

MASSACHUSETTS. 

BOSTON PILOT (QO ©). every Saturday. Roman 
Catholic. Patrick M. Donanoc, manager. 

BOSTON EVENING TRANS RIPT (@@). estab 
lisned 1830. The only gold mark daiiy in Boston. 

TEXTILE WORT.D RECORD (@6), Poston, is 
the “bible” of the textile i dustry. Send for 
booklet, “The Textile Mill Trade.” 


MICHIGAN. 
Grand Rapids. Furniture Record (OO). Unly 
nationa! paper in its field 
MINNESOTA 


T#ENORTHWESTERN MILLER 


(QD) Minneanohs, Minn ; $3 per year. Covers 
milling and flour trade ali over the world. The 
only “Giold Mark” milling journal (OO). 
NEW YVORK. 
THE PosT EXPRESS (©©). Rochester, N.Y. 
Best advertasing medium in this section, 








ENGINEERING NEWS (@©).—The leoding 
a ye authority.— Tribune, Scranton, Pa. 
£. News prints more transient ads than all 
ojher techiical papers; 144 & 3c. a word. 7ry it. 
VOGUE (©6). the authority on fashions. Ten 
cents a copy; $4a year. 364 5th Ave., New York. 
HARDWARE DKtALERS' MAGAZINE, 
In ~ average issue, 17,500 (O®). 
D. T. MALLETT, Pub., 263 Broaaway, N. Y. 


NEW YORK HERALD (0). Whoever men- 
tions America’s oeery My hewspapers mentions 
the New York HERALD 


ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 


BUFFALO COMMERCIAL (@©). Desirable 
because it always pr oduces s satisfactory results, 





CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE (© (© ©). daily and Sun 
day. Est iblished 1841. A conservative, clean 
and up-to-date newspaper, whose lers repre- 
sent inte.Ject and purchasing power toa high- 
crade advertiser 


TIE NEW YORK TIMES (© ©). Times Square, 
“All the news that’s fit to print.” has tiy in- 
creased in advertising and circulation since enter- 





ing new home. More than 100,000 copies daily 
in Metropolitan District ; a quantity of quality. 





| hci tance 

















onro. 
CINCINNATI ENQUIRER (O©). Grext—influ- 
ential—of world-wide fame. t advertising 
meaium in prosperous Middle West. Rates ana 


information supplied by Beckwith, N.Y.-Chicago. 
PENNSYLVANIA. 

THE PITTSBURG DISPATCH (QO), a home 
delivered circulation among those of ali classes 
with money to buy. 

SOUTH CAROLINA. 

THE STATE (QO), Columbia, 8. C., reaches 

every part of South Carolina. 
VIRGINIA. 

NORFOLK LANDMARK (© ©) the recognized 
medium in its territory for investors and buy- 
ers. Holds certiticate from the Association of 
American Advertisers of bona fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
results from LANDMARK. 

WISCONSIN. 

THE MILWAUKEK EVENING WISCONSIN 

(©©), one of the Golden Dozen Newspapers. 
CANADA. 


THE HALIFAX HERALD (@©) and the EVEN- 
ING MaIL. Circulation exceeds 16,000, fiat rate. 


THE TORONTO GLOBE (¢°) 


254 larger circulation than any other morning 
panes ee me U. S. representatives, BRIGHT 
req y uy june 


Bidg., N. ¥.; Boyce Bldg. 
Chicago. 
——__+or__—- 
NOTES. 


“Rates—Ruies—Reasons” is _ the 
brief title of a booklet about the Daily 
Princetonian, Princeton, N. J., and_the 
subjects are covered as briefly and to 
the point. 

An effective folder dealing with the 
service offered in advertising display, 
adwriting, etc., in connection with job 
printing, comes from the Robert Still- 
son Co., 122 Centre street, New York 
City. 

Snow cards, chiefly for use in retail 
stores in connection with a manufac- 
turer’s goods, are reproduced in a small 
brochure from Price Bros. Co., 
makers of show cards and _ novelties, 
65 Duane street, New York. 


SatIsFy your customers. When they 
ask for a particular brand why, offer 
a substitute? Respect their opinion as 
to what they want and retain their 
trade by showing that you_can and will, 
—Folder from Meriden Britannia Co., 
Meriden, Conn. 

TALES” 


“LEATHERSTOCKING is the 
title of a thoroughgoing retail shoe 
booklet, with catalogue annex, describ- 
ing the stock and store policy of Love- 
man, Joseph & Loeb, Birmingham, Ala. 
Character has been attained by binding 
it with a shoe string, 


Tiprtnc of the attendants at the 
shoe shining department of the Lam- 
bert Shop, 41 Cortlandt street, New 
York, is discouraged by a neat folder 
handed patrons. The copy of this 
folder is original without being ‘‘fresh,” 
and has a tastetul typographical dress, 

Tue G. M. Parks Co., of Fitchburg, 
Massachusetts, — a house organ 
bearing the following title and sub- 
tite; ‘Parks’ Piping Parables; Per- 











petrated for the Purpose of Pushin 
the Piping Possibilities of 
Parks Co., in Particular, 
ed by them Periodically.” 


The_G. M. 
and Publish- 
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Ad Service, an unpretentious new 
ooen monthly published at Wes- 
tervil.e, Ohio, by J. rimore, is 
devoted chiefly to the advertising prob- 
lems of the small retailer and the 
country merchant. 


A CATALOGUE of the Fellowcraft Shoe, 
made by the Churchill &. Alden Com- 
pany, Campello, Mass., is rather too 
much on the poster order to be neat. 
Reduction of the pages to one-quarter 
size, just as they stand would have 
given a better effect. 


A SIXTY-FouR page catalogue of the 
manure spreaders made by the F S. 
Kemp Mfg. Co., Newark Valley, N. Y., 
and Waterloo, Iowa, is eminent'y a 
handbook for the farmer on its sub- 
ject, dealing with every farm topic that 
touches fertilization. 


A series of about thirty newspaper 
ads for the Bell Telephone Co., Phila- 
delphia, show terse arguments with 
rather original turns, skillfully display- 
ed to give the greatest effect in small 
spaces. The company is also sending 
out some beautifully printed fo-ders. 


_ A store in Kentucky has been print- 
ing a coupon each day in the newspaper. 
These coupons were good for ten cents 
on every purchase of $1.00 or over. On 
certain days, unknown in advance to 
anybody but themselves, they print twen- 
ty-five cent coupons, good only for the 
next day.—Advertising. 


“Tue Gift Unusual” is a booklet from 
the “unusual store,” Vantine’s, New 
York, picturing Oriental ware suitable 
for gifts not only at the holiday season, 
but at any time. An odd Japanese 
cover gives it distinction, and with each 
article pictured is quoted a minimum 
price—an excellent idea. 


TEMPLE CLAsPs, an eye-glass that 
neither pulls the ears nor pinches the 
nose, seems to offer opportunities for 
good advertising literature, but the four- 
page foiaer issued by Roswell A. Rob- 
inson, Jr., 1244 Girard Avenue. 
Philadelphia, does not rise above the 
dead level of mediocrity. 


_ An interesting piece of indirect adver- 

tising from the National Cash Register 
Co., Dayton, Ohio, is a book of “Good 
Things to Eat,” published by that con- 
cern for the Women’s Century Club, an 
organization of employees. Besides prac- 
tical recipes the volume embodies re- 
sults of courses in domestic economy 
maintained by the company. 





In writing your newspaper advertise- 
ments bear in mind that, to every man 
in the world, his own entity is the one 
interesting thing. In all his dreams, 
in all his projects, in all his ambitions, 
he holds the center of the stage. This 
sounds harsh, but ’tis true, and on'y 
natural. Therefore tickle his _self-love 
and you'll get his business. Give him 
facts, but not bare ones. He wants 
them clothed attractively, and will re- 
coil from uninteresting data. I have 
written this in the masculine gender to 
simplify diction, but far be it from me 
to exclude the fair sex from this cate- 

.—Stuart Benson, in The Wallace, 
Wallingford, Conn. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 


requisite grade and class, cost twenty cents per line per week. 


Under a yEARLy contract, two lines (the smallest advertisement 


accepted) cost $20.80 for a full year, ten per cent discount, or 


$18.72 spot cash, if paid wholly in advance. 





COLORADO. 
HE Denver Post, Sunday edition, May i, 
1905, contained 7,184 different classified 
a total of 135 4-10 columns. ‘he Post is the big 
Want meaium of the ky Mountain region. 
The rate for Want advertusing in the !’osT is dc. 
per line each insertion, seven words to the line. 


CONNECTICUT. 
MP eon Conn., RECORD covers fleid of 50,000 
lation ; working people are skilled 
athe teen. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAW ARE. 

N Delaware the only daily paper that r- 
I antees circulation is "* Every evar? 36 
carries more classified advertising | than all the 
other Wi iz papers ¢ 








DISTRICT OF COLUMBIA. 
1 EVENING and Sunpay Star, Washington, 
. (@©), carries DOUBLE the number of 
Ww aut Abs of any other paper. Rate ic. a word 


ILLINOIS, 

EORIA (TIL) JouRNAL reaches over 13.000 of 
the prosperous people of Central Lilinois. 

Rate, one cent per word each issue. 
CONT EARLY everybody who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEws,” says the Post-office 
Reriew. and that’s why the DaiLy News is Chi- 

cago's “want ad” directory. 





INDIANA. 


HE Terre Haute STAR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 
HE wey £4 News during the year 1904 
printed 125.207 more classified advertise- 
ments than all other dailies of 'ndianapolis 
combined, printing a ebaeland separate 
paid Want ads during that time 


‘TH’ Star League, com e. composed of Indianapolis 

TAR. Muncie STaB and Terre Haute STAR; 
general offices. Indianapolis. Rate in each, one 
cent per word; combined rate, two cents per 
word. 


Ta. Indianapolis Stak is the Want ad medium 

of Indianapolis. It printed during the 
year of 1904 591.313 lines of Wantads. During 
the month of December the STaR printed 17.335 
lines of classified financial advertising. This is 
4.275 lines more than published by any other In- 
dianapolis newspaper for the same period. The 
News in December, 1904, printed 13.060 lines; the 
Sentinel 4,516 lines, and the Sun 2.630 lines. The 
Indianapolis STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 


HE Muncie Star is the recognized Want ad 

medium of Muncie. It prints four times as 

much classifie advertising daily as all other 
Muncie dailies combined. 


se MARION LEADER is recognized as the best 
result getter for waut ads. 














IOWA. 
']\HE Des Moines CapitaL guarantees the Jarg- 
est circulation in oy city of Des Moines of 
any any newspaper. It is the want ad medium 
4 low. Rate, one cent a word. By the month, 
r live. It is published six evenings a week. 
urday the big day. 


MAINE, 
THE EvENING Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘—.HE Baltimore News carries more Want Ads 
than =< =, Baitimore . o. it is the 
timore. 





MASSACHUSETTS. 
2 CENTS for 30 words, 5 days. DAILy ENTER- 
oJ PRISE, Brockton, Mass., carries solid page 
Wantads. Circulation exceeds 10,000. 


lig BosTON EVENING TRANSCRIPT is the at 

resort guide for New Englanders. bey 
expect to find all good places listed in its adver- 
tising columns, 


(‘HE Boston TRAVELER publishes more Want 
advertising than any Other exclusively even- 
ing paper in its field. and every advertisement 
is paid for at the estavlished rates. 
I OSTON GLOBE, daily and Sunday, in 1904, 
carried 141,353 more “Want” ads than an 
other Koston paper. It printed a total of 417: 
classified advertisements. and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 





MICHIGAN. 
AGINAW CourRIER-HERALD (daily), only Sun- 
OO day paper; result wetter; circulation in ex- 
cess of 11,000; ic. word; Ke. su! juent. 


MINNESOTA, 
RE Minneapolis JouRNAL carried over fifty six 
r cent more Want ads Cg J February, 
1905, than any other Minneapolis d. —. No free 
Wants and no ob potoasbie Wants. Circulation 
1993. 57,039; 1904. ; January, 1905, 67,598; Feb- 
ruary, 1905, 67,363. 


HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad of ¥ lis and has 
been for many years. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, than any other evening paper 
it s over 80 of Want advertise’ 
ments every wiek at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
——— at = carries anywhere near the num 
ber . anted advertisements or the 
amount n vo 


The lin Tribune has purchased 
from the Globe C ompnny the emapee cireuln- 
tion of oy St. Paul Globe. daily and Sun- 
day. The latter perer retired from _ busl- 
ness April 80th. This throws the Tribune 
eirculation away abeve the 100,000 merk. 
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TH Sr. Pav Dispatcs is the leading “Want” 

medium in the Northwest, read aad relied 
upon by everybod y in its city and territory; 
more paid ae ion than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1904—58,036: now 59,501. 


MISSOURI. 
T= Joplin GLoBr carries more Want ads 
than all other ree in Southwest Missouri 
combined, because it gives results. Une centa 
word, Minimum, 15¢c. 


[HE Kangas City JOURNAL (every morning 
including Sunday}, one of the recognized 
Want ad mediums of the United States; 21 to 35 
eolumns paid Wants Sunday; 7 to 10 columns 
daily. Kate, 1 cent a word. 


MONTANA, 
bb yr <a nang is Montana’s great 
Ad” medium ; ic.a word. Average 
 ... (1904), 11,359 ; hemline, 13,756. 


NEBRASKA. 
INCOLN JoURNAL AND NEWS, combined cir- 
culation over 27,000. Cent a word. 


HE Lincoln Dary Stak, the best ‘‘Want Ad” 

me jium at Nebraska’s capitul, Guaranteed 

circulation exceeds 16,000 daily. Rates, 1 cent 

per word. Sunday W ant ads receive extra in- 

sertion in Saturday afternoon edition if copy is 
received in time, DaiLy Stak, Lincoln, Neb. 


NEW JERSEY. 
NEWAae. N. J. FReim Zertune (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


he iss BETH DalIty JourNAL covers population 
of 95.000. Largestcirculation. Brings re- 
ealte. only “Want” medium. Cent a word. 


NEW YORK. 
gent yy is the best afternoon Want 





LBANY EVENING JOURNAL, Fastern N. Y.’s. 


best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. N.Y. Great- 
est Want ad in W County. 


N Binghamton the Li LEADER Carries largest pes 
ronage; hence pays best. BECKWITH, N. Y. 








Atay NEWS with over 87,000 circulation, 

is the only Want Medium in "Buffalo ana the 
grenger Want Medium in the State, outside of 
New York City. 


i Trmes-Un10N, of Albany, New York. Bet- 

ter medium for wants and other classified 
matter than any other paper in nay and 
guarantees a circulation greater than all other 
daily papers in that city. 


Di oeniaed and INK, published weekly. The rec- 

cane zed and jeading Wantad medium for 
ums. mail order articles, aavertis- 
hey png printing, written circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, an racticaily anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat : six words toa line, Sample 
copies, ten cents. 


ono. 
N Zanesville the TImES-RECORDER prints twice 
asmany Want Ads as all the other papers. 


HE Zanesville Stcnat reaches 64 townsin§8. E. 
Ohio, also 68 rurai routes; 4c. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, ic. per word. Largest circulation 


ew MANSFIELD News publishes daily more 
Want ads than any other 20.000 population 

newspaper; 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


OK LAHOMA., 
HE OKLAHOMAN. Okla. City. 11.029. Publishes 
more Wants than any four Okla.competitors, 





PENNSYLVANIA. 
HE Chester, Pa., TIMES carries from two to 
five times more c ads than any 
paper. 


PHILADELPHIA: 
THE BULLETIN. 
Net paid daily eae circulation for 
pri; 


216,587 copies per day. 
“In Pitiedsghis nearly everybod: 
ds *The Bulletin,’” 4 
(See Roll of of Honor.) 


SOUTH CAROLINA. 
T=. Columbia STATE (©©) carries more Want 
8 than any others. C. newspaper. 


VERMONT. 
MNHE Ratinate n DAILY News is the popular 
lm and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want ags. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA. 

[TE News LEADER, it ublished every “men 
except ye ichmond, Va. Largest 
— by sODgiCd ds (28,575 aver. 1 year) and 
eCOg! ant advertisement medium in 
Virginiee Classified ed advts., one cent a word per 
insertion, cash in advance; no advertisement 

counted as less than 25 words; no display. 


WISCONSIN. 
N O paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and_ weekly, 
e reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest met 
of the Northwest. Rates; Want Ad a 
lines 3 times, 25c.; weekly, 5c. line. Big resuits 
from little talk. 


CANADA. 
HE Halifax HERALD (OO) and the onto 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

tion in Canada without exception. (Daily 

85,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


Ts DaILy Le erg St. John, N. B., is the 

it ad medium of the maritime provinces. 
tare circulation and most up-to-date paper of 
Eastern Canada. Want i oue cent a word. 
Minimum charge 25 cents. 


‘THE Toronto DatLy STAR is necessary to any 
T advertiser who wants to cover the Toronto 
field. —— mpi en Se advertising than 
any other Toronto paper. wens daily average 
circulation, March, 1905, 39,02: sie 


PARTICULAR feature of the Toronto EvEN- 

ING TELEGRAM’s Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments ——-. This gives the po ony won perfect 
confidence in them, and next to circu- 
lation is perhaps the greatest reason why they 
bring such spleudid res results to the advertisers. 


HE Montreal DAILY STAR carries more Want 
advertisements than all other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more W ant pevesmenente 
than any other weekly paper in 


22 Wisse FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in all the other 
po papaee published in the Canadian North- 

mbined. — the .— a car- 

r volume of general advertisin; 

a any other daily paper in the Dominion, 


BRITISH COLUMB 
VICTORIA COLONIST (© ©). Tiedt estab- 
lished paher arv'g Covers entire Province. 
fy te * d medium on the Canadian 
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A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


te Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down forone year each and a larger nu:;n- 
ber at the same rate. Five cenis acopy. ‘Ihree 
dollars a hundred. Being printed from sterco- 
type plates it is always possible to supply baci 
numbers, if wanted in lots of 500 or more. but in 
all such cases the charge will be five doliars a 
hundred, 








ADVERTISING RATES. 

Advertisements 2 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage (240. 

Yor specified position s2lected by the a.iver- 
tisers, it granted, douvie price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year,may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. 
words make a line. 

Everything appearing as reading matter is in- 

rted fr 


Six 


e. 
All advertisements must be handed in one 
week in advance. 
Advertisers to the amount of $10 are entitled 
to afree subscription for one year, if demanded. 
warn 


Cuar.es J. ZINGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Eill,EC 


_ NEW YORK, MAY 24, 1905. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 











No ad is too long that holds the 
reader’s attention to the end. 


No yellow journal ever admits 
that it is yellow. It always claims 
to be read. 


Mr. W. D. Warp, 53 Tribune 
Building, New York, has been 
appointed manager of foreign ad- 
vertising for the Pacific Penny 
Papers. 


THe Ottawa (Ont.) Citizen is 
booming its want ad columns by 
means of a small pamphlet filled 
for the most part with letters 
from satisfied patrons. 
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has become letter 
perfect in the rules of punctua- 
tion there is still danger that, in 
writing an advertisement, he will 
place the final period ’way below 
where it should have been placed. 


AFTER one 


THE advertiser who fears that 
the story of his new departure 
cannot be adequately told in a full 
column should reflect that the 
story of his own departure will 
probably be told in four agate 
lines, 





Out of a total of twenty-nine 
publications possessing the Guar- 
antee Star just one dozen make 
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that fact known every week in the 
Roll of Honor. It is a somewhat 
curious circumstance that some 
publishers are anxious to make 
satisfactory circulation statements, 
or secure the Guarantee Star or 
the Gold Marks—and then rest! 
Vigorous and persistent adver- 
tising of his medium is as neces- 
sary and important for the pub- 
lisher as it is for the advertiser 
who sells goods to the general 
public. 





SOUVENIR OF THE FIRST 
NATIONAL BANK OF 
CHICAGO. 

The First National Bank of 
Chicago—commemorates the com- 
pletion and occupation of its new 
building at the corner of Dear- 
born and Monroe. streets by is- 
suing an elaborate souvenir of 
thirty-two pages, richly illustrat- 
ed, and bound in an embossed 
cover. The illustrations are de- 
signed to show the splendid facil- 
ities enjoyed by the bank in the 
conduct of its huge business and 
that of the two allied institutions, 
the First Trust and Savings Bank, 
and the National Safe Deposit 
Company. In the text is told, in 
few words, a little of the work 
of some of the bank’s special de- 
partments. The main banking 
room, on the second floor, covers 
40,400 square feet, or nearly an 
acre, and is probably the largest 
banking room in the world. 














WHEN one has become so wise 
that he can tell in advance the 
book that will sell, the play that 
will succeed and the horse that 
will win he will be able—perhaps 
—to tell in advance whether an 
ad will produce results or not. 





THE covers of the menu-cards 
for a banquet recently given the 
officers and teachers of the Wash- 
ington, D. C., Calvary Baptist 
Sunday School were miniature 
reproductions of the first and last 
pages of the Sunday School 
Times, of Philadelphia. 





Every wide-awake druggist that 
believes in vigorous advertising 
methods ought to be a subscriber 
to Printers’ INK, This is the 
best advertising journal pub- 
lished. It is ahead in practical 
value of the other fifteen or 
twenty journals that are devoted 
to the subject of advertising.— 
Bulletin of Pharmacy. 





“AFTER more than twenty-five 
years’ experience with time and 
space discount for advertising, we 
put the Christian Standard and 
Lookout on a strictly flat-rate basis 
three years ago,” writes H. C. Hall, 
advertising manager of this publi- 
cation, from the Detroit office. 
“Since then our advertising patron- 
age has increased from ten col- 
umns to more than thirty-five col- 
umns per issue. The inflexible 
flat-rate is the only system that 
meets all conditions. One price 
to everybody has in three years put 
this publication on a firm founda 
tion.” 
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THERE is no question about the 
potency of humor, but there are 
several questions about the qual- 
ity of the humor at the command 
of the average advertising man. 
Of all advertising forces humor 
is most dangerous, but it can be 
used with effect when it is good 
humor. 





In a recent week the Sun, pub- 
lished weekly at Rutherford, N. C., 
printed sixty-six columns of paid 
advertising at ten cents per inch. 
C. D. Wilkie, publisher of the 
journal, thinks this was an occa- 
sion that permitted him to point 
with pride, and believes he has 
established an advertising record 
for a country weekly with a cir- 
culation of 2,500. 





“PRINTERS’ INK’S” WIDE CIR- 
CULATION. 
Consottpatep Gas E vectric Licut & 
Power Co., 

Continental Trust Building. 
Battimore, Mp., May 13, 1905. 

Editor of Printers’ INK: 


You have seen fit to mention our 
builetins entitled ‘‘Notes on Electric 
Service” on several occasions. 


Much of our best thought is being 
given to this bulletin service, with the 
object of giving actual and prospective 
customers useful information about 
the varied uses of electric light and 
power service supplied by the central 
station, 

It is due to you to say that we have 
had urgent requests for copies of our 


bulletins, and particularly the one on 
“Store Lighting,” from all over the 
world. 


I have had a letter from Portland 
Oregon, a telegram from Chicago, and 
to-day have received a letter from Mél- 
bourne, Australia, asking for copies. 

In most cases it has been impossible 
to send them, because we use all but 
a very few of each issue. 

Very truly, 
Dovuctass Burnett, Mer. 





= 





NASHVILLE, Tenn., May 13, 1905. 


CHARLES J. Z1nGG, Mgr., 


ro Spruce Street, N. 


DEAR S1r:—You may renew the Banner’s contract in the 
Roll of Honor, which expires May 26th, for we do not know 
where we could spend the sum of $20.80 to better advant- 
age than to be identified another year with the Roll of 
Honor. 





Yours truly, 


Ve 


Epcar M. Foster, 
Business Manager. 
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BUILDING UP A MEN’S FUR- 
NISHING DEPARTMENT, 


In most department stores the 
men’s furnishing department is 
either only a half-success, or else 
a flat failure. There are but a 
few—a very few—shining excep- 
tions, 

This is the story of one depart- 
ment that was made a success after 
having been a failure. 

It was a good-sized department 
in the principal store of a big city, 
Handled good stuff, but couldn’t 
sell it. Location all right— 
just off the street—advertising 
very fair—but somehow the de- 
partment just dragged along—had 
no “life” in it. And one day the 
buyer got disgusted and resigned. 

Then there came a new buyer— 
a man full of vim and snap—to 
take charge of the corpse and gal- 
vanize it into life. He walked 
around the department for about 
a week and then went to the head 
of the house. “I know what’s the 
matter,” he said, “Y ou ve been run- 
ning this place as if it were a de- 
partment for women. That won't 
do in a men’s department. You 
have women behind the counters. 
I want them transferred. Put ’em 
somewhere else and get me a half- 
dozen bright, clean young fellows. 

“You have a cash system here, 
and it takes too long to get change. 
I want two cashiers in the depart- 
ment. My customers won’t wait 
for five minutes for their packages 
and money. I want another wrap- 
per, too.’ 

The head of the firm thought 
hard for a few minutes. Then he 
said “all right.” 

A day or so later the buyer had 
another interview with him. ’ 

“Business is getting better,” said 
the buyer, “but I want to make 
more changes. Your window- 
dresser can handle dress goods and 
laces all right, but he can’t put in a 
men’s furnishing window. I have 
a young fellow in mind who can. 
Let me hire him; let him attend to 
my windows and my interior dis- 
play, and he can sell in his off 
hours.” To which the head of the 
firm agreed. 

From that time on, passers-by 
noticed a change in the outward 
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aspect of the men’s furnishing de- 
partment. Attractive, mannish 
window displays, changed every 
other day, awoke them to the fact 
that —— & Co. had some splendid 
furnishings for sale. Signs in the 
windows invited them in—“just 
ten steps from the door” was the 
alluring way in which they read. 
And, once inside, men found them- 
selves in a store where they felt at 
home—a store where men waited 
on them—young fellows, bright 
and affable and well-dressed. They 
found a store where they could 
drop in and make a purchase quick- 
ly and without red tape. And the 
business of that department began 
to grow. 

he next move was to build up 
a collar business. Envelopes were 
addressed to a list of several 
thousand men. Each enclosed a 
neat card reading: 

Dear Sir—This will entitle you, 

if presented at our men’s furnishing 

department before June 1, to one of 

our special ten-cent collars. If you 

have been paying fifteen cents, this 

collar of ours will look as well and 

wear better. Forty-two styles—your 

favorite is among them. 

“Customers at ten cents apiece 
are cheap as dirt,” said the buyer, 
when the head of the firm raised 
his. eyebrows over the proof of the 
card. And he was right. It kept 
the department busy waiting on 
collar customers and most men, 
when presenting the card would 
say: ,, let me have half-a-dozen 
extra.” And on their way out they 
would buy a tie or a couple of 
shirts that struck their fancy, 

In baseball season the buyer ar- 
ranged for the posting of baseball 
scores in the men’s furnishing 
windows. In football time, the 
football scores were displayed. In 
Horse Show time the windows and 
department were “horsey” as could 
be desired. Everything possible 
was done to impress men with the 
fact that the department was a real 
men’s store, and to take away the 
deep-rooted prejudice of men 
against the average department 
store and its methods, 

In the advertising, the “man- 
nish” features were emphasized, 
even to the extent of printing the 
ad of the department separate from 
the main advertising of the store, 
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and on a page of the newspaper 
most likely to be read by men. 

To-day the old buyer would 
hardly recognize the department. 
Busy, prosperous, tastefully deco- 
rated, handsomely furnished, it is 
a living example of what push, 
energy and common sense can do. 

The reason that men’s depart- 
ments do not go, as a rule, is that 
they are run upon the same lines 
that prove successful in women’s 
departments. Such a plan will 
always fail. 

Men are peculiar. They are im- 
patient, hard to please, and they 
have a natural distrust of depart- 
ment stores. But once .won over— 
and the foregoing shows how they 
may be won—they are good, regu- 
lar purchasers; they don’t haggle, 
and their trade is desirable. 

Advertising won’t do it all—but 
the advertising man who can see 
the weak spots in departments and 
Suggest a remedy can add im- 
mensely to his value. 

James W. PEMBERTON. 


In an interesting leaflet Mr. 
Edgar M. Hoopes of the Wil- 
mington, Del., Morning News, 
who has had a great deal of ex- 
perience in dealing with the sort 
of strike legislation with which 
newspaper men become familiar, 
on account of frequent calls to 
take action in behalf of the own- 
ers of proprietary articles, who 
constitute a class of persons who 
are about the best patrons of their 
advertising columns, tells the story 
of his successful campaigns. Such 
laws are talked of at nearly every 
session of every State Legislature, 
and one such recently got through 
in North Dakota, and is thought 
likely to reduce the income from 
cdvertising in every newspaper 
office in the State. 


THE PHILADELPHIA 
“PRESS.” 


In the list of Gold Mark papers 
published in Printers’ INK for 
May 17, the name of the Phila- 
delphia Press was omitted to be 
mentioned through an oversight. 
The Press is accorded the Gold 
Marks in the 1905 issue of 
Rowell’s American Newspaper 
Directory, 








29 


Mr. M. B. Wrtey, the past two 
years in charge of the publicity 
department of Hapgoods, with 
headquarters in New York, will 
now assist in the management of 
the Pittsburg office, one of the 
numerous branches of Hapgoods. 


HE WILL BE BOSS a, DAY. 


H. W.. Turn 
Druggist, Wholesale o Retail. 
1120 Eleventh Ave, 
ALTOONA, Pa., May 15, 1905. 
Editor of Printers’ INK: 

Kindly enter | my name for six 
months’ tne as per your ad in 
May issue, letin of Pharmacy. 

Have always been a warm admirer 
of Printers’ INK from sundry copies 
that I have seen here and there, but 
being a clerk, the former subscription 
price has been restrictive. Wishing 
you many new subscribers through your 
new rate, I am, _—— ” 

. A. Hunt. 





GOOD EVIDENCE, 

7 East 42d Street. 

New York, May 12, 1905. 
Editor of Printers’ INK: 

Referring to the offer contained in 
the article “The April Magazines” in 
Printers’ INK of April 26, beg to say 
that I desire to take advantage of same 
and to state that every advertisement 
in the Four-Track News, with the ex- 
ception of those (usually only two) of 
the Four-Track News, are paid for in 
cash, and we have on file in our office 
a cash contract covering each one. I 
will thank you therefore to place the 
asterisk opposite the name of the Four- 
Track News. 

Thanking you tur your attention to 
the a, t beg to remain, 

Very truly yours, 


Geo. H. Dantes, Pub’r. 





TECHNICAL PUBLICITY. 
T. Patste Co., 
Light 


of Electric 
upplies. 
PHILADELPHIA, May 17, 1905. 

Editor of Printers’ INK: 

I read with great interest the week- 
4 issues of PrinTERs’ INK, finding 

erein much of value and assistance 
in helping to so've my own particular 
problems, which are those of a cam- 
paign of advertising a technical line to 
a very limited number of consumers. 

So, I was particularly pleased to see 
in your issue of May roth, a notice 
of the formation of the “Technical 
Publicity Association,” and in the May 


#B. 
Manufacturers 


17th issue a considerable extract of 
their first paper on ‘Technical 
Mediums.’ 


I sincerely trust you will find it pos- 
sible to publish many, if not all, of 
the papers of this Association. I feel 
that these would be most we to 
many of us who have things to ad- 
vertise, that cannot be eaten, worn, 
laved in, or slept upon. 

Very ry yours, 
- Patere Co, 
E. A. Jenkins, Sec’y. 
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ADVERTISING SCOTT’S 
EMULSION. 


A TALK WITH THE ADVERTISING 
MANAGER OF A REMEDY THAT 
Is KNOWN THE Wor_LpD OVER. 
NEWSPAPERS THE Best oF ALL 





Mepiums, Says Mr. FRrep- 
ERICKS. 
From Greenland’s icy moun- 


tains to India’s coral strand you 
will find the advertisements of 
Scott’s Emulsion. They are 
printed in English, French, Ger- 
man, Spanish, Scandinavian anda 
score of other languages. For- 
merly you might have seen the 
familiar trademark, a sturdy fish- 
erman lugging a cod nearly as big 
as himself, painted on billboards 
and blank walls everywhere, but 
nowadays to find the advertise- 
ments of Scott’s Emulsion you 
must turn to the newspapers. 
After trying about every known 


form of advertising, Scott & 
Bowne, the proprietors of the 
emulsion, have come to the con- 


clusion that the best results are 
obtained from newspapers, and 
for several years past the whole 
of their large appropriation, esti- 
mated at between two and three 
hundred thousand dollars a year, 
has been spent in newspaper ad- 
vertising. 

The man who supervises the 
spending of this big appropriation, 
and who for the past five years 
has written all the Scott’s Emul- 
sion advertisements, is a young 
man who has not yet completed 
his thirtieth year. Ernest P. 
Fredericks is his name. He was 
born in Boston, but grew up in 
New York, and started his busi- 
ness life as a reporter on that ex- 
cellent trade paper The Haber- 
dasher. Later he went with the 
Dry Goods Economist, and from 
there to the Gallison & Hobron 
Company, publishers of the Milli- 
nery Trade Review and_ the 
American Hatter. By this time, 
though still writing, he was devot- 


ing most of his time to the adver- 
tising end of the business, and of 
evenings he edited a weekly paper 
which he had established in con- 
junction with his father at Arling- 
ton, New Jersey. 
Observer, is 


This paper, The 
still in existence, 








PRINTERS’ INK. 


When, five years ago, he went 
with Scott & Bowne as assistant 
to Mr. E. J. Baker, who was at 
that time the advertising manager, 
Mr. Fredericks took up the study 
of medicine, in order to better 
qualify himself for his work, and 
on the resignation of Mr. Baker, 
Mr. Fredericks was advanced to 
the post of advertising manager. 

The advertising of  Scott’s 
Emulsion differs from that of 
other proprietary articles in sev- 
eral particulars. The space used 
is, as a rule, smaller and no at- 
tempt at display is made, except, 
now and then, in certain territor- 
ies, when six-inch-double-column 





Mr. Ernest P. FREDERICK. 
displayed ads are used. 


No 
testimonials are ever printed, no 
portraits of people that have been 
cured by the use of Scott’s Emul- 
sion—in short, nothing sensational 
is attempted. The ads are pitched 
in what may be described as the 


conversational tone. Perhaps the 
most interesting thing about this 
advertising, however, is that for 
several years Scott’s Emulsion 
has been exploited only in news- 
papers. Mr. Fredericks explains 
the reason for this as follows: 
“After trying all kinds of adver- 
tising,” he says, ‘““we became con- 
vinced that newspapers cover the 














whole field. Several years ago we 
decided to put our conviction to 
the test, and we abandoned all 
other forms of advertising. The 
result has been entirely satisfac- 
tory. Business has increased, and 
although I don’t say we may not 
see fit to occasionally use other 
mediums, we are Satisfied that 
newspapers occupy the first place 
so far as results are concerned. 
The extension of the Rural Free 
Delivery has wonderfully — in- 
creased the influence of the daily 
paper, and we find that the dailies 
are encroaching more and more 
upon the territory formerly occu- 
pied by the country weekly. The 
list of papers we used five years 
ago contained between 6,000 and 
7,000 country weeklies; to-day the 
number of weeklies we use is less 
than half that number—not more 
than 2,500 at the most. On the 
other hand we are using more 
daily papers than formerly. We 
use religious weeklies, too, to 
some extent, and one popular 
weekly—The Youth’s Companion.” 

Questioned concerning his opin- 
ion of magazines, Mr. Fredericks 
said he believed them to be good 
mediums; that formerly Scott’s 
Emulsion had been largely adver- 
tised in magazines, using full 
pages and sometimes colored in- 
sets. “We dropped the maga- 
zines,” he added, “because we 
wanted to give straight newspaper 
advertising a fair test.” He 
thought it very likely that after 
this summer the magazine adver- 
tising would be resumed. The 
emulsion is not advertised at all, 
he said, during the months of 
June, July, August and September. 

Harking back to the question of 
newspaper advertising, I tried to 
learn what Mr. Fredericks con- 
sidered a fair rate per thousand 
of circulation. 

“We don’t figure 
was his answer. ‘Each paper is 
considered on its merits and a 
rate agreed upon accordingly. It 
isn’t fair to have a fixed price per 
thousand of circulation and apply 
it to all papers alike. If the ad- 


that way,” 


vertising value of a newspaper de- 
pended solely on the number of 
copies printed, such a rule might 
do, but circulation, though out- 
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ranking other considerations, is 
not the only element to be con- 
sidered. In our own business, 
character of circulation carries a 
great deal of weight. In our news- 
paper advertising we study the 
town in which the paper soliciting 
our business is published. Two 
papers published in different 
towns may have exactly the same 
circulation, and yet the conditions 
existing in one town may make 
the newspaper published there of 
more value to us than the other. 
Take for example a_ prosperous 
agricultural community where the 
men are engaged in healthful out- 
door labor and the women and 
children remain at home, well 
cared for and well fed. You can 
see that a paper published in such 
a town cannot be as valuable to us 
as a paper of equal circulation pub- 
lished in a town where the men, 
and women too, pass the day coop- 
ed up in a factory. The people 
who need Scott’s Emulsion most 
are those whose bodies need build- 
ing up, people whose duties seldom 
permit them to enjoy fresh air and 
sunshine—the nervous, dyspeptic 
man, the pale-faced delicate wom- 
an and their children. The man 
who is hale and hearty isn’t go- 
ing to buy Scott’s Emulsion—not 
for himself at any rate—and we 
don’t want him to. None of our 
advertisements are designed to 
make the man who doesn’t need 
Scott’s Emulsion believe that he 
does need it. We don’t believe in 
the ‘symptom’ style of advertis- 
ing. You may be out of breath 
after climbing fve flights of stairs 
and still not need Scott’s Emul- 
sion. In some of our advertise- 
ments we distinctly state that our 
preparation is not a ‘cure-all.’ 
Here, for instance, is an adver- 
tisement in which that statement is 
made, and which at the same time 
is typical of our present style of 
advertising — three - and - a - half 
inches, single column, set in pica, 
without illustrations or other dis- 
play.” 

Going back to the question of 
Prices paid for advertising, Mr. 
Fredericks said that other consid- 
erations besides those he had men- 
tioned governed him when trying 
to determine the value of a paper’s 
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“In Texas and the South- 
west generally,” he said, “we pay 
on an average twenty-five per 
cent. more than to papers of equal 
circulation in the East. Why? 
Well, because we want to cover 
that territory, and there being 
fewer papers there the competition 
among them is less severe. Also, 
because the papers in the South- 
west cost more to produce, owing 
to the higher cost of materials and 
labor, and are therefore obliged to 
charge a price in excess of what a 
similar paper published in the 


SCOTT'S EMULSION 


We don’t put Scott’s Emul- 
sion in the class of advertised 
cure-alls; it doesn’t belong 
there. We hardly like to use 
the word “cure” at all, but we 
are bound to say that it can be 
used for a great many troubles 
with great satisfaction. . Its 
special function: is to repair 
the waste of the body when 
the ordinary food does not. 
nourish, and this means that 
it is useful in many cases 
which are indicated by wast- 
ing. . 

We'll send you a sample free. 
SCOTT & BOWNE, 409 Pearl Surcet. New York. 


East would be justified in charg- 
ing.” 

I asked Mr. Fredericks what 
was his definition of the word 
“circulation.” 

“In this office,’ he said, “and 
in our contracts, ‘circulation’ is al- 
ways understood to mean the 
number of papers actually sold, 
that is actual paid circulation 
after deducting all spoiled copies, 
unsold copies and free copies sent 
exchanges, advertisers and others. 
All newspapers carrying the ad- 
vertising of Scott’s Emulsion,” he 
added, “have for many years ‘been 
required to furnish statements of 
circulation twice a year on blanks 
furnished by Scott & Bowne, and 


space. 








PRINTERS’ INK. 





these statements now form a valu- 
able record by means of which a 
paper’s circulation can be fairly 
approximated. The _ travelling 
salesmen of the house are also re- 
quired to report newspaper condi- 
tions in the towns they visit, and 
their reports are compared with 
the claims made by the papers 
themselves. 

“Where no reports exist in this 
office,’ said Mr. Fredericks, “or 
where the reports that do exist 
are conflicting, we go to the news- 
paper directory.” 

“The newspaper directory?” I 
asked, with the accent on the 
"he 

“Yes, the directory—I mean 
Rowell’s of course. It is the only 
one we use in this office and we 
have always found it very exact. 
That reminds me that Mr. Row- 
ell’s definition of circulation is, I 
believe, the number of copies 
printed without reference to what 
disposition is made of them after- 
wards. I have already explained 
that here we try to find out what 
is the net paid circulation, but 
possibly if we were trying to dis- 
cover the circulation of all of the 
twenty odd thousand papers pub- 
lished in this country we would 
be content with knowing the num- 
ber of copies printed.” 

All of the Scott’s Emulsion 
advertising is placed direct, and 
Mr. Fredericks has his own corps 
of checkers to see that the adver- 
tisements are inserted according to 
contract. The card system is used 
in keeping track of the advertise- 
ments, and so perfect is it that it 
is possible to tell from the records 
just what position an advertise- 
ment occupied in any paper on any 
specified day within the past fif- 
teen years. After experimenting 
with many styles of setting, Mr. 
Fredericks has become a convert 


‘to the plain pica ad. He professes 


‘not to have any theories regarding 
‘advertising, but qualifies this by 
saying: 

“T have my own ideas of course 
as to how an advertisement should 
be constructed. I think the story 
the advertiser has to tell should be 
told truthfully, clearly and briefly. 
The narrative or explanatory style 
is to my mind the best. I don’t 
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believe in arguing with the reader. 
Argument presupposes opposition, 
and we don’t want that. My be- 
lief is that the reader is disposed 
to believe you, and if you are care- 
ful to make no improbable state- 
ments he will believe you. In ad- 
vertising Scott’s Emulsion we 
never make any statement that a 
person’s family physician would 
hesitate to endorse. I may say 
that we bear the physician in 
mind constantly, and we know that 
thousands of physicians bear 
Scott’s Emulsion in mind when 
prescribing cod liver oil. I think 
it is a good plan to commence an 
ad with a bit of information, 
something that the average reader 
doesn’t know. This information 
ought to bear some relation to the 
thing advertised, otherwise you 
will have difficulty in making the 
business end of the ad and the 
opening paragraph hang together. 
I don’t believe it is good policy to 
begin with a statement that is al- 
together foreign to the thing ad- 
vertised.” 

As illustrations of his ideas, 
Mr. Fredericks pointed out several 
ads in his scrap-book. One of 
them begins: “Thirty-seven to 
sixty-three—that’s the proper pro- 
portion of animal and mineral 
matter in the bones of a healthy 
child; thirty-seven per cent. ant- 
mal and sixty-three per cent. min- 
eral. The bones of the average 
rickety child show about seventy- 
nine per cent. animal and twenty- 
one per cent. mineral matter.” 
Then follows a suggestion as to 
the remedy. Another ad begins: 
“7 takefirst place,’ that’s the mean- 
ing of ‘proteid,’ the substance 
which builds healthy cells in the 
human body. People ought to 
know more about proteids.” So, 
the ad tells them more about pro- 


teids and incidently something 
about Scott’s Emulsion. “Anae- 
mia (says another ad) is thin 


blood. It causes pale faces, white 
lips, weak nerves and lack of vi- 
tality. A blood enriching, fat-pro- 
ducing food-medicine is needed.” 
The proper food-medicine is here 
suggested. This food idea is 
treated at greater length in an- 
other advertisement. “Scott's 
Emulsion is cod liver oil prepared 
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as a food—not a food like bread 
or meat, but more like cream; in 
fact, it is the cream of cod liver 
oil. At the same time it its a 
blood-maker, a nerve tonic and a 
flesh-builder. But principally it is 
a food for tired and weak diges- 
tions, for all who are fat-starved 


and thin.” 

Brevity characterizes all of 
these advertisements. Not one of 
them contains as many as one hun- 
dred words; some contain not 
more than sixty. No attempt is 
made to emphasize any word or 
line by setting it in italic or full 
face type. Even the familiar 
trademark of the fisherman with 
the mammoth cod on his back 
finds no place in them. 

“Because of the quiet character 
of our announcements,” said Mr. 
Fredericks, “we are obliged to se- 
cure for them positions where they 
will not be overshadowed by heav- 
ily displayed advertisements. Our 
contracts call for ‘island’ position, 
that is a position surrounded by 
reading matter—the top or bottom 
of a full column of reading mat- 
ter with full columns of reading 
matter on both sides.” 

Aside from newspaper advertis- 
ing, Scott’s Emulsion is adver- 
tised by free samples—little two- 
ounce bottles—that anyone may 
have who will take the trouble to 
write a postal asking for one. 
During the blizzard in New York 
last January full-size bottles were 
given away to poor people who 
applied at the office. Mr. Frede- 
ricks did not know whether this 
had proved successful as an ad or 
not. “The distribution was net 
made,” he said, “solely for busi- 
ness reasons.” 

Posters and cut-out figures are 
supplied to druggists free to aid 
them in making a window display 
and in the course of each year 
several booklets are issued, one on 
“The Uses of Scott’s Emulsion,” 
another “A Drawing Book for 
Children,” and still another “The 
New Baby.” This last is a book 
for mothers on the care of in- 
fants. 

In Printers’ INK for April 26th 
appeared a little editorial para- 
graph which said: “The adver- 
tisement writers’ most valuable 
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asset is faith in the thing he adver- 
tises.” Mr. Fredericks possesses 
that asset. He believes in Scott’s 
Emulsion. His faith in it (to use 
one of Mark Twain’s_ smiles) 
oozes out of him like the precious 
ottar of roses from the ottar. His 
aim as an advertisement writer 
and his faith in the preparation 
advertised is summed up in a re- 
mark he made during our con- 


versation. “If I can make my ad- 
vertisements as good as_ the 
emulsion,” he said, “I shall be sat- 
isfied.” 
Cuas. L. BENJAMIN. 
eee eee 
NOTES. 


A neat booklet from the French, 
Shriner & Urner stores, 153 Broadway, 
New York, shows a few tate styles of 
shoes, with inte.ligent description. 


Suggestions, a small business period- 
ical showing novelties in toys, etc., for 
the retail trade, is published regularly 
by Geo. Borgfeldt & Co, New York 
City. 

Tue full text of the new trademark 
law is printed in a handy booklet from 
Steuart & Steuart, trademark ‘“ “2 





Pacific Building, Washington, 

This law went into effect Aprii 1, 1905. 
Some sound - envelope logic, with 

specimens of good commercial enve- 


lopes and plain priccs, make up an at- 
tractive bit of printing-office advertis- 
ing from the Thomson Printing Com- 
pany, 310 Cherry — street, Phi.adelphia. 


A sBooktet from the Burroughs Add- 
ing Machine Company, a device now 
being extcnsively advertised, gives facts 
about the life of the inventor, William 


Seward Burroughs, who died in 1898 
after perfecting his apparatus. The 
story is one of marked interest, 

A NEAT catalogue of physicians’ and 


nurses’ supplies, foods for children, in- 


valids, etc., comes from the Home 
Bureau, 52 West 39th strect, New 
York. Being intended largely for 


women, it has wisely been made of a 
size to fit purse or memo-book, 


“Burtpinc Business and Making 
Men” is a booklet containing an ad- 
dress on office system, delivered to 
the employees of the White’s Cass 
Advertising Co., Chicago, by Frank 
B. White. It deals with office disci- 
pline, order, application to work, high 
ideals, push, honesty and other es- 
sentials to the life of an aggressive 
business organization. 


“A Review of Toledo’s Industries” 
is a large paper bound album of the 
kind that makes one sorry he knows 
anybody in that enterprising city. Pur- 
porting to be an advertisement of the 
town’s industries, it is only an_un- 
wieldy collection of dry eulogy of firms 
that were evidently willing to pay the 
price, and its real advertising value 
would not seem to be great, 


PRINTERS’ 
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SpecIMENS of fine advertising half- 
tones, with various styles of lettering 
suitable for trademarks, are shown in 
large sheets from the Teachenor-Bart- 
berger Engraving Co., Kansas City. 


A WEEKLY paper called The Shield 
is published by the Real Estate Trust 
Company of Pittsburg, the name being 
adopted from the shield-shaped “To 
Rent” and “For Sale” boards used 
by this corporation. It contains not 
only articles regarding Pittsburg de- 
velopment and rea-ty conditions, but a 
full list of all the properties held by 
~ company for rent. Changed week- 
ay. and with a judicious distribution, 
this list ought to be fine advertising. 

“SuMMER Comfort,” a small cata- 
logue from the Hough Shade Corpora- 
tion, Janesville, Wis., is remarkably 
informing as a catalogue, telling in 
brief compass a.l about the construction 
of the company’s porch shades and 
showing their many uses. As a piece 
of printing the catalogue is also note- 
worthy, being executed in seven colors 


that necessitated fourteen printings. 
Register is perfect. The mechanical 
work was done by the Janesville 
Gazette. 


THE latest handbook « of the five Good 
Luck Papers gives information about 
the cities where they are located, such 
as number of wholesale and_ retail 
druggists and grocers, jobbing houses, 
manufactures, rea! estate transfers and 
other statistics giving an insight into 
each community from the general ad- 
vertiser’s standpoint. Rates and cir- 
culation averages of the papers are also 


given—the St. Paul News, Omaha 
News, Des Moines News, Kansas City 
World and Minneapolis News. Copies 


can be had from B. D. Butler, Tribune 
Building, New York, or Boyce Build- 
ing, C Chicago, 


Am my tl Ih I tr tn htt 
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NOTES. 


A NOVELTY booklet, taking advertis- 
ing service versus price competition in 


space, comes from the Kaufman Adver- 
tising Agency, 377 Broadway, New 
York. 

“Tue Song of of the Shirt” is a fine 
brochure in colors showing custom 
shirtings carried by the T. B. Boyd 
Furnis “, Ragen | Co., St. Louis. and 
designed induce both local and 
mail vi A Brief, and pointed. 


A CATALOGUE “of wines and _ spirits 
for the retail trade, sent out by G. W. 
Meredith & Co., East Liverpool, Ohio, 
is illustrated with excellent color re- 
productions of package goods and is 
commendable for convenient size and 
pithiness. 


WitHovut question the most costly 
and artistic publication issued by any 
American business house in its own 
interests is American Art in Bronze 
and Iron, published at interva's by the 
nn Williams Bronze Foundry and 

rought Iron Works, 556 West 27th 
street, New York. This takes the form 
of a large magazine, exquisitely print- 








ed, showing haga of the many 

pieces of sculpture cast by this com- 

pany, with critical notes. The work 

of compiling and editing is in the 

hands of William Dona'd Mitchell. 
Advertisements. 

All advertisements in “ Priuters’ Ink” cost 


— cents a line for each insertion, $10.40 a 
ne per yeir, Five per cent discount may be 
Be haa if — for in advance of 2 ubli- 
cation and ten per cent on ane yi contract 
tid wholly in advance of first publication. 
Diaplay lalla may be ood without 


ertra charge, but if a specified position is 


aaxed for an advertisement, and granted, 
puble price will be demanded. 
WANTS. 
OSITIONS open, for seapenet newepaver 
P workers all de Wri for 


booklet. FERNAT. Ss N WSPAPER MEN 
CHANGE, 368 Main St., Springfield, Mass. 


OUNG MAN, ambitious, wants a pus‘tion 

witha prominent advertiser. Adv ertising 

experience limited, but can wriie convincingly. 
L. M. SCH\V ARTZ, care Printers’ Ink. 


ONCERNING TYP RE— 


NS EX 


—A Cyclopedia of Vvery 
day Information for the Non-Printer Adver- 
tising Man; get “‘typewise”’: 64 pp., 0c. postpaid; 
ag’ts wanted. A.8. CARNELL, 150 Nassau St., N.Y. 


pO pp as advertising manager : 

ears’ experience manufacturing, in- 

pA years advertising the products. Prac- 

tical Enowledge of machinery and allied sup- 
plies. “W.,” care of Printers’ Ink. 


DWRITER—Young man of %, college gradu 
ate and student of Powell, wants perman- 
ent position as Koc meaty to advertising manager 
ia retail dry good ae besiness. Add 
NENT,” Printers’ Ink. 


yy aperrenisn and mail-order dealer 
should read THE \VESTERN MONTHLY, an ad- 
vertiser’s magazine, Largest circulation of any 
advertising journal in America. Sample copy 
free. TH WESTERN MONTHLY, 815 Granu 
Ave., Kansas City, Mo 


zz OPPORTUNI'Y is offered to a practical 

to come and associate in a weil es- 
tablished printing plantin alarge and progres- 
sive Southern city. The owner not being aprac- 
tical printer, but an office man and solicitor. de- 
























high grade work executed promptly and in per- 
fect style. Address “HIGH GRADE PRINTER,” 
care of Printers’ Ink, New York. 


PRINTERS’ INK 
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((HE circulation of the New York World. 

morning edition, exceeds tuat of any other 
morning newspaper in America by more than 
100,000 copies per day. 


EADY for engagement as Advertising Man- 
ager or Writer, or with Advertising Publica- 
tion. Four years’ experience in first-class de- 
partment store advertising; soameeor train- 

ing; practical er 2dge of printin: 
“QUILL PENN,” Printers’ Inke 


b YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co! 
umns of PRINTERS’ INK, the business journal for 
advertisers, puvlished "weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. WVRINT- 
rRS’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than anv other publication in the United States, 


I I HAVE WRITTEN 

goods-selling copy for the most successful oe 
partment store advertiser in the East. I had 
long experience as a newspaper publisher. lam 
cpen for engagement now as advertising man- 
ager of a big store. “FRANCIS,” Printers’ Ink. 


DVERTISING MAN AND CORRESPONDENT 
is open for engagement. Eight years’ prac- 
tical experience. A tnorough knowledge of 
financial and mail-order advertising, systematiz- 
ing. fotlow-up work and mediums. A first-class 
correspondent. Fully capable of organizing an 
agency dept., having Arete, such a dept. for 
one of the largest financial M O. houses in the 
country. For further particulars, samples, ete., 
address RUSSELI. GRAY, 508 So, 4Ist St., Phida- 
delphia, Pa. 


F you are competent to fill a high-grade busi- 
ness or technical position, there are many 
opportunities on our lists w hich you would like 
to consider. We have a unique system of sup- 
plying right men for right places and right 
places for right men. and hundreds of employers 
rely on us to fill all their responsible positions. 
a booklets, which are free for the asking, tell 
about our methods. Officers in 12 cities. 
HAPGOUDS (Inc.), Brain Brokers, Suite 511,309 
Broadway, New York. 
V 7 ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerre every- 
where. One graduate filis $8,000 place, another 
$5,000, and any numter earn $1,500. The best 
clothing adwriter in New Se ae owes his suc- 
cess within a few monte to my teachings. De- 
ge re ex rier we 
GE 


ness Gane. 


OWE LL. Ads ertising and Rusi- 
1167 Temple Court, New York. 













A YOUNG MAN 
who is now employed as Ad- 
vertising Manager of a large 
manufacturing company, and 
has ability to write, design, 
and attend to all work con- 
nected with advertising, wish- 
es to make a change, and 
would like to correspond with 
reputable firms for a position 
as assistant or advertising 
manager. Can show samples 
and give good reference. 
Address “G. H.,” care of 
Printers’ Ink, 
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ADVERTISERS’ TEXT BOOKS 


Printing Technics, 
$1.00. 
Proof-Reading, 
75 cents. 
Engraving, 
75 cents. 
three with one order, $2.00. Descrip- 


All 
tive Circular free. 
WILLARD PRESS, Brooklyn, N. Y. 
~o>—___— 





ADWRITING. 


DWRITING, original, ‘up -to-date. All lines. 
Try me once. O. V. Bi CK, Treynor, lowa. 


miginal. IDEAS in Adwriting at reasonable 
rates. cial prices on — — 
Aw ~ By 


klets and Lette: 
150 Nassau St., New York, Room 637. 





G. GRIFFITH C LAPHAM, 


—__~> —____ 
PERIODICAL PUBLICITY. 

ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,500(@©). 23 Broadway, New York. 

——_~>—__—_ 

COIN CARDS. 

$2.75; 5,000, $10. Printed. Less for 
1,000,807: THE “McK.” CO., Logan, Ohio. 


1,000. Less for more any printicg 








» PER 
$3 THE wag algae Detroit. Mieb. 
ly 00022 10,000. $20. An rinting. 
cme Gol Mailer Co.. Ft. ison, Ia. 
DESIGNERS A AND ILLUSTRATORS. 
RSIGNING. illustrating, engrossing, illumi- 
nating, on rinks! lit 
ing. THE KiNSLEY 8’ SruDio. 


ographing, art a 
Bway, N. Y. 


SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
of 17 Spruce St., New York. sell more mug- 
azine cut inks than any other ink bouse in the 


ae prices to cash buyers. 


ERNARD*S Cold ‘ey Paste is used exclu- 
sively by the U. Press Clipping Bureau 

and numerous publishers rpms wages of its 
merits through o' o teckas e, which is 
sree. BERNARD'S. AGENCY, bune Building, 


—_ ++ __—__ 
PUBLISHING eed OPPORTUNI- 


Warunnomentorn newspaper down South 
i county seat, about 1,500 population. Also 
good newspaper in [ pt Pa Territory or Okla- 


oma, 
COnmR | M. THOMAS. Bongpuner' Broker, 
Journal Building, City, Mo. 
time to buy buy 


Y D ishing pro} 
eer ESeareats. are obtainable. 
Mechanical monthly at $35,000, $8,000, $6,009. 
ial agricultural monthly at $8,' netting 


00 
Both in good fields not fully ime 
Large e cement 


EMERSO 
Broker in Publishing Pate, 
way, New York. 





FOR SALE. 


Campbell, we web perfecting press, 
which was repla ress ; prints 
four or eight pages of six, aren or eight columns 
atas of Fro000 copies an hour; one castirg 
box; one tail cutting machine; one shaving ma- 
chine; one trimming stand; one elevating tabie, 





‘OR SALE 





Press can be seen running. JOURNAL, Dayton, 0: 
PRINTING. 
Pees at a ag prices. MERIT 
ESS, Bethlehem, ?: 


PRINTERS’ INK. 


ADVERT!'SING NOVELTIES. 


GENTS wanted to sell ad novelties, 2% com, 
3 samples, 10c. J.C. KENY ON, Owego,N. Y. 


Al. E3MEN—Advertising Novelties earn $100 
eek taking orders; no collecting. 
SHELLONITE O., Box 892, Manchester, N. H. 


RITE forsample and price new combination 
Kitchen Hook and bill File. Keeps your ad 
before the housewife and business man, THE 
WHITKHKAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


Color Barometers. 
maiied in 6% envelope, peasy $25 per 
1.000. inclnding imprint. Send Woe. 4 am le, 
FINK & SUN, oth. above Chestnut, Philadel) 





The latest nov- 
mg Can be 


—___ +e —— 
BOOKS. 
a oe THAT Psu srs 2 . book mailed 


Patent and 
tae. Mark Experts Washington, b.c. 
tabushed 186: 


M ca RN N ADVERTISING. 
4 CALKINS & HOLDEN 

describe the theory of general advertising— 
how this theory is applied to various kinds of 
business; functions o Tne advertising manager, 
the advertising agent, and a digest of the vari- 
ous mediums used, such as newspapers, maga- 
zinex, biliboards, painted signs, street car ca 
trade and class journals, as well as circular let. 
ters, mailing cards, folders, pamphlets, house 
organs and follow-up systems. It is the onl 
book of this kind, and the first complete book 
written upon advertising. Sent, express paid, to 
any address for $1.62. 

D. APPLETON & CO., 
$ E. 14th Stret, New York. 


END us the aames of 6 or more persons inter- 
ested in advertising. We will send them 
matior describing “Concerning Type,” an ex- 
cellent hand-book forthe adwriter. In case one 


duce our line nies a 


ing Type” will be a on receipt of 
w se! Baad. re 
60c. ELDON- SPENCEN 605 “iy 
cee 


TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 


66 R FAT, ESTATE,” Amsterdam. N. Y., cireu- 
cation 3.009. for real estate dealers and 
owners; $i a year; names of buyers each month, 


te 
ADVERTISING MEDIA, 


CENTS per line for advertising in THE 
10 JUMOL, Bethlehem, Pa, 


10 CENTS per inch, per thousand circulation. 
“POULTRY ITEM,” Fricks, Pa. 
Tis SunDay Times, Kichmond, Me. Want ads 
lines, 25¢e. each insertion. Copy free. 
HE Bez, Danville, Va. Only evening paper in 
field. Average circ’n, February, 2,324. 


ASS ’ GULDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE Circu 
lation 17,500(©©). 253 Broadway, New York. 


RUTH,” 16,000 paid subscribers; rate 10c. an 
A. BILISOLY, Norfolk, Va. 








66r 
agate line. L. 


Tes EVANGEL. 
ranton. Pa. 
Thirteenth year; 20c. agate line. 


NY person advert: ang in in PRINTERS’ INK to 
the amount of $16 or more is entitled to re- 
ceive the paper for one year 


Ts Troy (Ohio) R ReEcorD is a daily of the 
Montreal Star class published in a 6.000 
town. Circulation covers city and Central Miami 
County thoroughly. Send for rate card. 


NRaBTREEL’S CHATTANOOGA PRESS. Chat- 
/ tanooga, Tenn., 50.000 circulation oe 
proven; 200.000 readers. Best ium 
South for mail-orcer and general advertinine. 
Rate, 15 cents a line for keyed ads. No proof, nu 
pay. 
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CARD INDEX SUPPLIES. 


HAT’S all we poe Our ip ae — right. 
Sample sets and prices upo: 
STANDAKD IND. ox CARD t 0) PANY, ' 
Rittenhouse Bidg., Phila. 





CEDAR CHESTS. 
M OTH-PROOF Cedar Chests—Made of fragrant 
4 Hogeirr ti _ cedar and ——, — 
oths. Prices low. Sena for book 
MvMoNt FURNITURE C0.. Statesville. n. © 
——_——__+o+—______ 


MISCELLA NEOUS. 
a AGENTS do make bi profits, as eve! ry 
a wants Handy Hat Fasteners. Manf 


THE FAIR MFG. CO., 556 La St., 

Racine, Wis. 
e ay hey catalog of Ladies’ and Uhildren’s Special 
‘ies 


and pa 


PREMIUMS, 


YELIABLE goods are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
pubiishers and others from the foremost makers 
and wholesale aeaiers in jewelry and kindred 


lines, 600-page list price illustrated ae aoe 
weir annually, issue now r 
gr. MYERS CU.. 47w. and 49 Maiden Lane. Ni Y. 





POST CARDS. 


ALF TONES made from photographs of ho- 
tels. local views, business buildings, etc., 
suitable for printing on post cards. Also print 
st cards, Prices “ ° furnished. 
TANDARD, 61 Ann St., 


paaini hl 
MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 
house advertising; it wi!l pay you big. Our 
men wil! deliver your circulars and catalogues 
airect to the mai:-order buyer. You can reach 
— who never see a paper of any description 
rom one year’s end to anotber. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and _ ina position to place advertisin: 
matter in the hands of any desired class. OU 
PISTKIBUTORS? DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
ary aged hes mn a We guaran- 
ood ice. pondence solicited, 
Nar ONAL SeADVERTISING? Cu., 700 Vakland 
Bank building, Chicago. 


+2 
DISTRIBUTING 
ISTRIBUTING in the Southern 8 


tates p 
duces results that are entirely satisfactory 
to advertisers who place their contracts with the 


Bernard Agency. Write CHAS, BEKNARD, 

Savannah, Ga. 
+o 
MALE HELP WANTED. 

ANTFD—Advertising writer, Pra n, 

with at least 5 years’ actual AGK CY = 

perience, capable of producing * “copy” that is 

et eee ses and convincing. — 

iginality and_ facility, d be 


ABSOLUTELY. trustworthy, 
command liberal salary—with prospect of 
coming interested in the business. References 
and full particulars in first letter. Address 
READ ADVERTISING AGENCY. 416-417 O. T. 
Johnson Bidg., Los Angeles, California. 


Large Ability will 
be 


—__—+o+—____ 
4 DDRESSING M. MACHINES. 


DDRESSING MACHINES—No type used i 
the Wallace stenci) adaressing mac: =. 
card index system of addressing used by the 
largest publishers throughout country. Send 
for circulars ‘e do address’ 4 f at low rates. 
WALLACK & CO.. 29 Murray St., New York. 
1310 Pontiac Blig., 358 Dearborn St., * Chicago. Ill. 
me STANDARD AUTO ADDRESSER is a high 
addressing machine. run by motor or 
foot potty System embodies card index idea. 
Prints visibly; perforated card used errors im- 
ble; operation simple. Correspondence so- 


B. F JOLINE & CO., 
128 Liberty St., New York. 
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ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 55 River Street, Chi- 
cago, writes advertising—your way—his way. 


DVT. wae a nening more. 
Been at it 14 yea 
JED SC JCA RBORO, 
557a Halsey St.. Brooklyn, N.Y. 


ENRY FERRIS, his (FF) mark 
Advertising Writer and Adviser, 
Drexel Building, Philadelphia, 
62/ Temple Court, New York. 


DO YOU FIGURE THUS? 

If from a thousand Circulars or Booklets 
sent out, only fifty Ae ripe are received, an. if 
out of those fifty inquiries only ten new custom- 
ers be gained (a very modest estimate, eh!), you 
can weil afford to’ sacrifice the 990 to which no 
returns are positively traceable. It is the unu- 
— admirable and unwontedly pertinent bit 
of advertising that interests the man who is 
proof against * *humdrum,” commonplace things, 
and he’s the man of all others best worth 

opens. 
he sole business of my life is Al ouees of 
anti-torpid advertising matter of a 

ould you care to see samples ofit y 
No. 40. FRANCIS I, MAULE, &2Sansom 8t., Phila. 
J THERE IS NOTHING FOR ME— 

in the chronic unbeliever—not acent. The 
man_ unwilling to believe that it would y him 
handsomely to have his Advertising ings of 
every sort a “whole lot” better than such as his 
competitors circulate, regards ME simply as an 
entirely unnecessary “Outlay.” 

| always suspect, a willingness to investigate, 
to be lurking behind a request for samples of my 
work ; and I have few (if any) clients that I did 
not capture after they had seen for emaeives. 

Advertising Doings—as “‘dic’—by m 

I'd beeing to be a a chance to capture 
YOU in like mann 
No. 41. FRANCIS 1. °MAULE, 402 Sansom St., Phila. 

ee 





SPECIALIZED PUBLICATIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 


TIN BOXES. 








Lz you have an attractive, handy package you 
will sell more fin and get better prices for 
them. Decorated tin boxes have a rich appear- 


ance, don’t break, ar dy,and prererve the 
contents, You can ‘buy in one-half gross lots and 
at very low prices, too. We are the folks who 
make the tin boxes for Cascarets, Huylers, Vase- 
line, Sanitol. Dr. Charles Cage Food, New Skin, 
and, in fact, for most of the * ns.” But we 
ad just as much attention to Fm little fellows.” 

etter send for our new illustra catalog. It 
contains lots of valuable information, and is 
free. AM!.RICAN STOPPER COMPANY, 11 
Verona Street, Brooklyn, N. Y. largest 
maker of TIN BOXES outside the Trust. 





MAIL-OR DER NOVELTIES. 


7 RITE to-day for free ‘Book of Specialties,” 

an illustrated catalogue of latest imported 
and domestic novelties, watches, plated eyes 
cutlery and optical goods—wholesale only. 
SINGER BROB8., 82 Bowery, N. Y 


—_——+or—_———- 
HOUSE-TO-HOUSE DISTRIBUTION. 


— National House-to-House Distribut- 

it Service enables advertisers to place 

their p ited matter into the homes of the pev- 
le residing in the rural districts, cov. ring 


which are seldom covered thoroughly by any 
other line of Stren ane Service is guaranteea; 
results are sure to be satisfactory, yd 
during the warm months. Write now 


ticulars. 
WILL A MOLTON. 
National Adverweing Distributer, 
442 St. Clair Street, 


Cleveland, Ohio. 


IMITATION TYPEWRIITEN LETTERS. 


p= ATION Typewritten Letters of the highest 

grade. We furnish ribbon, matching ink, 
free. Samples free. — PTG. CU., 812 
Broadway, Toledo, Ohi: 
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BOOKLET DUMMIES, 


B BOOKLET DUMMY FREE. 

We land about ninety per cent of the jobs 
on which we submit dummies. Tnat’s the rea- 
son we make no charge. 

LEONARD PRESS, 
133-7 W. 23d St., New York City. 


— «or — 
HALF-TONES 


et a Hg HALF-TONES. 
IN 2x3, 75c.; 3x4, $1; 4x5, $1.66. 
Delivered when cash accompanies she order, 
Send for samples 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


1 gt aap or line productions, 10 square 
inches or smaller, delivered prepaid, 75c.; 
Cash with order. All 
newsvaper screens. Service day and nigbt. 
Wrne for circulars. Keferences furnished. 
Newsp per process-engraver. b. VU. Box 815, 
Philadelphia, Pa. 
———§oe 
PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York ¢ 
Coatea papers a specialty. pinend ¥ Perfect 
White for bigh-grade catalogues. 


—— 


6 or more, 50c. each, 


CLASS PUBLICATIONS. 
HAkOWake DEALERS’ MAGAZINE. — Cireu- 
lation 17.500(\@@). 253 Broadway, New York, 
a as See 
ADVERTISING AGENCIES. 
hes = AGENCY. 1 Madison Ave., N. ¥. 
Medicai journal advertising exclusively. 
Chg ee GATE ADVERTISING CO. 
Sixteenth St., San Francisco, Cal. 


OREMUS & CO., Advertising Agents, 44 Broad 
8t., N. Y. *rivate wires, Boston. i’hila. ete, 


M4 AIL order advertising a specialty. THK 
STANLEY DAY AGENCY, Newmarket, N. J. 


M\HE H. L. IRELAND ADVERTISING AGENCY 
Haudles but one business of a kind. 
925 Chestnut Street, Philaavlpbia. 


URTIS-NEWHALL CO. Established 1895, 
/ Angeles, California, U A. 
magazine, trade paper seeing. 


LBERT FRANK & CO., 25 Broad Street. N. Y. 
General advertising Agents. Established 

1872. Cnicago. Boston. Philadelphia. Advertis- 
ing of afl kinds placed in every part of the world. 





, 3400-3402 





Los 
Jewspaper, 


] ARNHART AND SWASEY, San Franvisco— 

Large agency west of ( hicago; employ 60 
people; save aavert sers a, advising judiciousiy 
hewspapers, billboard . wells. cars, distributing, 








NCREASED appr opriations for Canada are the 
rule with American Advertisers. ve can 
achieve results through int lligent selection of 
best mediums which no agency outside of Can- 
ada can do. Write us. THE DESBAKATS AD- 
VERTISING AGENC Y, Ltd., } 
| ss 


Prcore Sucts, 
at age 


Pritts 
Service 


TOS HSE See 
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ELECTROTYPERS. 


V 7 E make the electrotypes for PRINTERS' INK. 
We dothe es for some of the 
largest advertisers in the country. Write us for 
prices. WEB! + CRAWFORD & CALDER 45 
ose St., New York 
te 


PRINTERS. 


PRINTERS. Write 1 hk. CARLETON, Omaha, 
Nev., tor copyright lodge cut catalogue. 








W E print catalogues, booklets. circulars, adv. 
matter—all kinds, Write for prices. THE 
BLAIR PTG. CO., 514 Main St.. Cincinnata, O. 


FRANKLYN HOBBS 


RATER SHS, 


FRANKLY HOBBS 


Tein CAXTON BLOCK , 





Send him Two Red Stamps for book Himsel/and Has deal” 
and he will send the slamps back onthe book, 


AAAS PAPAS APP AAPAPA, 


NEW JERSEY’S 
LEADING GERMAR 
NEWSPAPER 


Reach out to the great German popu- 
lation of Newark, New Jersey, taough 
the columns of the New Jersey Freie 
Zeitung. 

Newark is the largest city in New Jer- 
sey, having nearly 3(0.000 population. It 
is famous for ite extensive manufactur- 
ing, mercantile and other industries. 

bout 100,000 of its people—one-third— 
are thrifty and prosperous Germans. 


Don’t Overlook 


THE FREIE ZEITUNG 


It is New Jersey’s most important— 
most progressive — German Morning 
Daily, Sunday and Weekly Newspaper. 
{t reaches more German readers and 
sens than any other German daily in 
the Si 

Why not cultivate this very desirable 
field for the sale of your products b 
the liberal use of space in this paper # tt 
is bringing s — returns for its nu- 
merous advert 

Our rates ar °5 very reasonable. 

Would be pleased to send you rate 
cards, circulation statements, ete., on 
request, 


NEW JERSEY 
FREIE ZEITUNG 


ESTABLISHED 1858. 
NEWARK, N. J. 
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GETTING RESPONSES 
FROM ADVERTISERS. 


Anybody can buy printed matter and send it out 
through the mails to a list of prospective customers, 
but the art of getting the largest number of responses 
and orders for the smallest possible expenditure is 
something vastly different. 


In the Ethridge Mail Drummer System we have 
perfected the most successful method yet devised for 
doing business through the mails, either with or with- 
out the aid of traveling men. 


The matter we prepare for this purpose does not 
consist of meaningless generalities, but in the por- 
trayal or explanation of the merits of the goods by 
novel and unique methods which arouse interest and 
produce results. 


Write on your letterhead for descriptive booklet, 
examples of our work and interesting facts as to re- 
sults we are achieving for others and can achieve 
for you. 





THE GEORGE ETHRIDGE COMPANY, 
THIRTY-THREE UNION SQUARE, 


NEW YORK CITY. 
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POSTERS IN BRITAIN. 


An improvement has been made in 
pester printing in the United Kingdom 
during the last twenty years. Letter- 
press bills have been modernized and 
made neater by the use of newer type, 
wider margins and improved machinery. 
Lithographic placards, in mechanical per- 
fection, have still further evolved. De- 
signs, it is true, leave much to be de- 
sired. The movement that promised, 
two or three years ago, to revolutionize 
hoarding art has gone astray. Artistic 
aspirations have been slaughtered on the 
altars of economy and utility by men 
of no artistic perceptions. 

Apart from imperfect efforts to re- 
semble nature or the stage, there is the 
large class of bills advertising commod- 
ities. In these massivity, and of course 
permanence, are the desiderata. The 
bronze-blue must be of the bronziest, the 
reds must be over and over printed until 
the pigment stands thick on the paper, 
and the white ground must protrude in 
contrast in dazzling purity. In the pro- 
duction of such, our best lithographers 
have little enough to learn. Their let- 
tering, their proportioning and their 
coloring are good and their prices are 
not too high to drive trade out of the 
country. In pictorial posters, British 
printers have already learned more from 
America perhaps than from the masters 
of our continent. What the English- 
man has gathered has been chiefly the 
use of stipple to obtain those mellow 
effects, soft shades around contours, that 
have redeemed American sters that 
were not otherwise singular for ex- 
cellence of production. 

On many recent occasions English ob- 
servers have had the chance to admire 
American lithographs. A year or two 
ago there was an invasion of stock 
posters for local tradesmen’s use. These 
perpetuated many of the defects in draw- 
ing common to the fashion-plates of all 
countries, but they did convey some 
technical hints of skill. Some of these 
methods native printers of stock bills 
have already adopted, but without always 
achieving the mastery of method typical 
of the originals. However, it is not 
only by such casual observation as these 
bills or those brought by American 
theatrical companies afford that English 
lithographers are influenced. One at 
least of our leading poster-printing 
firms keeps open house for touring 
artists. If a lithograph designer from 
France or Germany or the States pre- 
sents himself at Messrs, Stafford’s door, 
his worth is sure of a trial. He may 
not be allowed to stay, but of a chance 
to display ability he is reasonably cer- 
tain. 

Other large firms follow the same 
practice, and the methods that these 
newcomers bring are assimilated with 
those already in use. Perhaps the cus- 
tom is not unknown in America. It is 
one—our critics tell us—that Britons 
have not been too slow to adopt. Expe- 
rience has helped to further this ready 
attention to whatever is new. One 
English firm which turned away an artist 
untried from its door had the morti- 
fication of learning that the man sub- 
sequently built up the business of its 
most formidable competitor, and earned 
a salary thereby of $7,000 per year. The 








PRINTERS’ INK. 


printers who have thus welcomed the 
technical learning of all comers would 
with equal gladness lend their aid to the 
different business of improving the qual- 
ity of design. They would co-operate 
with the advertiser to make London’s 
hoardings more comparable with those 
of Paris. But the advertiser is prone 
to parsimony and he is burdened by the 
low idea of what constitutes the public 
taste. That is why our Hassals or 
Beggarstaffs and Dudley Hardys are 
neglected, and why the anonymous are 
favored. 

If printers are to be praised and the 
proprietaries of patent commodities to 
be blamed,. the billposter must also be 
reckoned with. He has had a consider- 
able share in improving the hoardings 
that sometimes adorn our mainways. 
Fifty years ago his was a disreputable 
trade, carried on largely by stealth in 
the face of popular indignation. It was 
no more respectable a vocation than 
puling doorbells and running away. Now, 
billposting is on quite another plane. It 
engages some of the shrewdest heads in 
the business world, and the United 
Kingdom Billposters’ Association is a 
force to be reckoned with by printer, 
advertiser or public. Gradually the busi- 
ness of billposting has been regularized, 
sites for hoardings have been bought, 
durable and sightly constructions have 
been erected and efforts have been made 
to keep the billboards in a creditable con- 
dition. This has been done apart from 
the Legislature. By taking trade mat- 
ters boldly into their own hands and 
putting their business upon an orderly 
basis, the billposters of these islands 
have escaped the taxation and restric- 
tion measures common to most States of 
the Union. One of the test pieces of 
work done by this associaiion has been 
the purging of the boards from all forms 
of objectionable quack medieine adver- 
tisements. Thus the tone of their medi- 
um was raised. Further than this, a 
censorship committee has »een appoint- 
ed which passes in review the more 
risky pictures that are sent for exhibi- 
tion. Blood-curdling horrors, deeds of 
violence, scenes of carnage and the like 
atrocities, dear to the hearts of man- 
agers of touring melodramas, are con- 
stantly condemned. If capable of 
amendment by over printing, such items 
as a smoking revolver, a pool of blood, 
a gory dagger, are sentenced to elimina- 
tion. Unless the fiat be complied with, 
the. members of the association, standing 
firmly together, decline utterly to allow 
the objectionable placard to disgrace their 
properties. Against this decision theatri- 
cal managers beat their wings in vain. 
By forwarding a-sketch of any doubt 
ful picture, a verdict may be obtained 
before printing begins. Commonly, in 
pursuit of a blind determination not to 
submit to censorship, the manager gets 
his printing already only to find, per- 
haps, that he can use it in no effective 
way. 

In return for their surveillance the 
censors gain the detestation of the 
baser sort of theatrical manager or the 
general approval of press and public. 
On the whole, there can be no doubt but 
that the benevolent despotism of the cen- 
sors is all for the weal of the poster 
trade. In the face of an almost uni- 
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versal condemnation of the poster me- 
dium, the best class of advertisers could 
hardly be expected to make use of it. 
Thanks to the care exercised, the bill- 
boards of Britain are materially less 
offensive than the advertising columns 
of many newspapers, and in a growing 
measure manufacturers of _ edibles, 
Sauces, soaps, drinkables and so on are 
being encouraged to use posters. How 
beneficial that circumstance is to the 
rinting trade is apparent. Being a re- 
atively small country it is not unusual 
for advertisers to enter upon national 
campaigns, covering the boards of every 
town and all urban districts and to make 
contracts for twelve months’ continuous 
display. 

In this way the billprinter and _ biil- 
poster are provided with a fairly settled 
trade with regular customers. It is not 
the aim of these customers to stifle and 
crowd out the bills of each other so 
much as to maintain a constant reminder 
to the public of the goods wherein each 
deals. This also is to the good of the 
trade, for violent efforts designed to 
overshadow all other advertisements are 
apt to be spasmodic in their intervals. 
Billposters encourage the annual client 
by easier rates than are charged to those 
who use posters spasmodically and fit- 
fully. Varying with the yalues of sep- 
arate locations, rates for exhibition dif- 
fer, but the association has its minimum 
scale of charges below which no member 
may go. Many members are themselves 
printers, and many printers are share- 
holders in the legron of small, limited 
liability companies that have largely re- 
placed the humble one-man _billposting 





41 


concerns. Furthermore, two members 
of the Censorship Committee are post.r 
printers, concerned chiefly with theatrical 
printing, and they are elected to that 
body by the theatrical-printing trade. 

Whether or no the present or any 
future censors may make bold to bell the 
cat or to insist upon a minimum of ar- 
tistic merit in picture posters, makes an 
interesting speculation. Possibly artistry 
is too elusive a matter to be rough 
handled by censors. No set of men are 
better abused by art lovers in England 
than the Hanging Committee, which 
passes or rejects paintings proffered for 
the annual exhibition provided by our 
Royal Academy. Poster art has its de- 
votees no less keen than those who fol- 
low the higher branch of painting. What 
these would say. were a picture of the 
modern continental style condemned, 
might make interesting reading. On the 
other hand, their remarks might provoke 
a flow of bad blood, and the good in- 
tentions of critics and censors might, 
perchance, lead only to mischief and the 
injury of trade.—The Inland Printer. 

——+9+—__—_ 

THE members, purpose and work of 
the Merchants’ Association of New 
York City have been set forth in @ 
book of eighty pages, copies of which 
can be had of the secretary, New York 
Life Building, New York. 

+9 

Tue pound-se'ling system applied to 
the type of Barnhart Bros. & Spindler, 
Chicago, together with the make-up of 
the firm’s fonts, is set forth in detail 
in a tasteful catalogue for printers. 














MY HUSTLING FRIENDS. 





list. 


We have been informed that inks obtained from you give highly satisfactory 
results, and as we have trouble in getting good inks, we write you for your price 


HERALD, Mt, Vernon, Texas. 





Many customers come to me through the recommendation of 
friends who have used my inks and find them money-savers. 


One good 





word from a fellow craftsman will carry more weight with a printer 
than the cleverest advertisement ever written or the strongest argument 
put forth by a salesman. In my own city, I have a line of several 
hundred small customers who buy from me regularly, and I can safely 
say that half of them were influenced to buy from me through friends 
who found my goods to be all I claimed for them. Whenever my inks 
do not fill the bill, I stand ready to refund the money. All I ask isa 
trial order and the purchaser can be the sole judge. 

Send for my price list and compare it with what you are charged 
for inks on credit. Address 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 

















BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


The idea upon which this White 
Mountain Refrigerator advertise- 
ment is based is a good one, and 
the fact that the little girl so 
keenly feels the blast of cold air 
which comes out of the open re- 
frigerator leads one to conclude 
that this must be about the chilli- 
est proposition in the refrigerator 
line. There is no fault to find 
with the thought behind this ad- 
vertisement, but it is somewhat 
weak in execution. The pale 
grayness of an advertisement of 
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will 
Chi ait - 2 
THE BEST in every singie detail. 


“WHITE MOUNTAIN” 
WHITE STONE 


We have a million customers to prove our statement. 
MAINE MANUFACTURING COMPANY. 
’ Nashua, New Hampshire. 
No.| 

this kind will cause it to be over- 
looked by most people. The eye 
only catches things that stick out. 
Few people go through the maga- 
zines and read the advertisements 
as they come. They scan the pages 
hurriedly and stop to read only 


those advertisements which have 
something about them which 














makes them stand out. Sometimes 
this is a heavy display headline 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 





33 UNION SQUARE.N.Y. 
PREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 





of interest, or an unusual picture, 
but as a general thing it is 
strength that catches the eye. The 
faulty construction of this par- 
ticular advertisement is remedied 
in the illustration marked No. 2. 


* * * 


This Outing advertisement 
comes very near being good—but 
it is not quite. The idea was an 
excellent one. The rope border idea 
is very effective and the sharply 
tilted boat in the upper corner 
gives an odd and a certainly not 








No2 





unattractive touch of action to the 
advertisement. One thing that 
hurts the appearance of this page 
is the ill-judged typography, which 
is too strong, and contains too 
much display for the illustration. 
A still more serious fault is the 
weakness of the drawing itself. If 
the artist had thrown some solid 
blacks into the work and made his 
rope border heavier and in strong 
black and white contrasts the re- 
sult would have been altogether 
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different and very much better. 
This advertisement should look 
much better in the small repro- 





Sold Out 
SIX 
Editions 


BOAT SAILING 


IN FAIR WEATHER AND FOUL 


(NAVIGATATION MADE EASY) 
By CAPT. A. J. KENEALY 
ECAUSE it ip the most practical and readily understood book on the 
‘subject, by a man who has grown up in a boat, and who has the gift 
cf woparting to others the expenence accumulated in a tifeleng 
vequaintance with the sea 
THE SEVENTH EDITION 
and . 


Pred Okale BOAT 
ts Orme Bs 
Sub courass 
Wi2h Wee waves 
. ALL THESE ARE ‘ 
Know or Remains “ Land Lubber™ 


ros 
THE OUTING PUBLISHING CO. 
see virrm avenvE 0¢ 0+ 0+ 0lU* | OUEW YORE 








duction in Printers’ INK than 
it did in its full page size. 
* * + 


Here is a very dainty little fish- 
ing tackle advertisement. It has 
a graceful, attractive appearance 
and is so arranged as to afford 





Salmon 


These game fellows are next for your 
attention. 


ABERCROMBIE & FITCH CO., 

Manufacturers of Complete Outfits for 

ahie baton and Prospectors, 
814-816, way, N. ¥., U. & A. 














a little touch of pretty picture 
and still leave plenty of room for 
the fish and the copy. This is a 
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good example of the arrangement 
of a quarter page advertisement 
to bear in mind and profit by. 

* * * 


The advertisement of the Maine 
Central Railroad reproduced here- 
with makes a neat appearance. It 
will be observed that there are 
four different scenes shown in 








WE WILL PLAN 


YOUR VACATION TOURS 


Make all arrangements in ad- 
vance for hotels, camps, guides, 
conveyances. 





Tell us what you desire, ard 
time ard money to be spent 
and hear what we have to 
offer. Address 


Maine Central R. R., Portland, Maine. 














this one ad. As a usual thing 
such a practice is to be con- 
demned, but the cleverness of the 
artist, in this case, made it pos- 
sible to secure a desirable result. 
The illustrations are small but 
strong and clear-cut, and so ar- 
ranged as not to interfere with or 


run into each other. 
—__ +o -—__—_—_— 

In “Covering Territory,” the latest 
booklet of Bert M. Moses, that forceful 
writer proves to his own satisfaction 
that street cars—particularly the New 
England street cars of M. Wineburg & 
Co., New York—are the only advertis- 
ing medium worth considering. His 
arguments as usual are so forceful that 
he almost proves it to the reader. and 
certainly there can no gainsaying 
his contention that concentrated adver- 
tising in cars is better than scattered 
advertising in national mediums. 

——_—_— +o 

TuE artistic appointments of Hughes 
& Muller’s tailoring shop, Philadelphia, 
are shown effectively in a neat bro- 
chure, and the pictures are accom- 
panied by an account of the establish- 
ment of the business nearly sixty years 
ago, with a small fashion oe showing 
men’s dress from 1848 to the present. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 





Hl, E. Starrorp, 
Real Estate of Any Kind, Anywhere, 
Bought and Sold. Manufactur- 
ing Property a Spe- 
cialty. Insurance. 
1008 Banigan Bui-ding. 
Provipence, R. I., May 9, 1905. 
Editor Ready Made Department: 

Here is an ad clip from the Provi- 
dence Journal which is rather out of 
the ordinary. This concern has run 
several ads of this character which 
are all in the nature of bargain sales 
in lumber. There was one a _ short 
time ago a copy of which I haven’t at 
hand, which treated of spruce in a 
similar way. I have no knowledge of 
the results obtained from this pubuiicity, 
but if they keep it up I shall make 

nguiries for my own information. | 

he average lumber man would stick 
up, his nose if you suggest his adver- 
tising in this way. In fact I have 
seen quoted, just where I can’t recall, 

‘n article from one of the lumber 
trade journals taking against this 
sort of advertising. 

Knowing that you are interested in 
receiving ads that are original I send 
you this. 

Yours very truly, 
H. E. Starrorp. 

The lumber ad accompanying 
this letter and reproduced below is 
certainly well out of the rut, if it 
can be said that there is any rut 
for a line so little and, as a rule, 
so poorly advertised. 

Just why the lumber trade 
journals should discourage bar- 
gain-sale or any other kind of 
jumber advertising, probably only 
the aforesaid journals can ex- 
plain, if indeed even they can give 
any good reasons for so doing. 
Certainly there can be no well- 
grounded objection to such ads as 
this of Sweet & Co., unless by 
competitors, and such objections 
as they might offer would prob- 
ably constitute most excellent rea- 
sons for doing rather than for 
not doing this sort of advertising. 

This ad seems to ring true all 
through. Bargain prices are back- 
ed by some reasons why this con- 
cern can make bargain prices; 
and the list of car numbers, quan- 
tities and kinds, goes far towards 
confirming their claim to large 
buying. 

The quoting of prices is in itself 
a pretty good proof that they are 


would have been somewhat strong 
if each price had been printed in 
connection with the particular 
kind and quality of shingles it 
will buy. 

_ However, this is good advertis- 
ing and the sort that the lumber 
trade journals who have their own 
advertisers’ interests at heart 
should encourage. 

If not, will some lumber trade 
journal or some lumber dealer 
tell me why? 

This is the ad as it appeared in 
the Providence Journal; and, as 
they say in the Wayback Clarion, 
“Come again, Mr. Stafford.” 


SHINGLES! SHINGLES!! 

At $2, $2.50, $2.75, $3.25 and $3.75 
per thousand. 

Have you seen the A. W. Hayford 
Brand? Do you know what this 
means? The best Shingles that ever 
came to this city. If you want the 
best for your own house let us show 
them to you and you will buy them. 
Do you know that we handle more 
Shingles than any one else in Provi- 
dence? Our own spur track alongside 
the Shingle Shed enables us to un oad 
Shingles for only Two Cents a thou- 
sand. Our saving is your gain. 

The following cars are now on our 
track, where you can see them, com- 
pare car numbers and contents, and 
buy any or all of it at ES ee. 
Car. No. Feet 

2,305 14,190 sical 

5,058 15,440 2x4 Spruce 

6,261 13,518 2x4 Spruce 

7,078 12,500 Hemlock 
13,306 12,650 2x4 Spruce 
20,752 16,000 A Rift Hard Pine 

P. & M 





A. 
30,476 16,897. 1x5 Spruce P. & M. 
31,994 14,114 2x4 Spruce 
60,015 30,000 %x% Grounds 
146,628 185,000 Shing'es 
L. SWEET & CO., 
707 Harris Ave. Providence, R. I. 








A “Different”? Farm Land Ad. From 
the Indianapolis, Ind., News. 





I would like to have you 
write to farmers whose 
names I will glaaly furnish, 
about their success in Miner 
county—and the possibilities 
here for others. 160 acres, 
4% miles southeast from 
Canova, fine 8-room house, 
cost $2,000; small barn, good 
granary, deep well, nice 
water. Per acre $35. 
CANOVA STATE BANK, 





low ones, though the evidence 











Canova. South Dakota, © | 


























From the 


Brockton, 
Enterprise. 


aily 





Fickle 
Appetites 
As soon as the 
“go to pieces.’ 
freshing and 


strength all 
Bixby Malt 


energy 
one. 
xtract 
ce. 
1g9c. bottle, 3 for soc. 
THE BIXBY DRUG 
SORE, 


102 Main St., 
Brockton, Mass, 





spring 
weather comes many people 
” Appetite be- 
comes fickle, sleep is not re- 
and 
The 
will 
correct such a condition at 





A Good Bargain Ad fora Popular 


ticle in Stationer’s 


From the 


Every 


Dollar Cash 
Boxes 


This week we'll sell 
of these very useful 
at a special price. 
ly made of japaned 
i long, 7% 
4% high. 
flat key lock. 
$1 box, 60c. 

All _ sizes 
other grades 
made. 

A, W. McCLOY & 
Stationers, Printers, 

636 Liberty St., 
ittsburg, Pa, 


up 


co. 








An Excellent Idea From 
Rapids, Mich., 
Good Ad for Early Spring. 


the 


Pittsburg, Pa., Leader. 


| Sixty Cents for | 


200 
boxes 
Strong- 
tin, 
wide, 
Finished with 
sunk handle and guaranteed 
Regulation 


and styles in 
to finest 


Binders. 


Evening Press, 


Ar- 
Stock. 





Grand 
A 





Old Stove. 


—_ it 


way, 
bother with it at all, 


you want next fall. 


want it. 


on the o'd one—fix 


suit you, of course. 
HEYMAN COMPANY, 


7-61 Canal St. ; 
Grand Rapids, Mich. 








We'll Buy Your 


down out of your 
so you won’t have to 
allow 
you what it’s worth "toward 
a Garland—that’s the kind 
Pick it 
out now—or wait until you 
Just step in and 
let us know, we'll send some 
one out to make you an oer 
the 
terms on the new one to 


= aad 
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Here’s a Great Deal in a Small Space, 
Mass., 


ary in a Freezer Ad—and a 
Argument, but no Prices. 


Montgomery, Ala., Advertiser. 


Something a Little Out of the Ordin- 
Good 
From the 





Be Consistent 


If you buy ice cream 
freezers with many motions 
and gear wheels, then buy 


the most complicated _ bi- 
cycles and sewin ae 
you can find. it 


seems more ee... Fi .. 
the simplest is the best, then 
buy the Peerless Iceland 
Freezer (one motion). 

Patented dasher construc- 
tion does away with all mo- 
tions except one—the can 
revolves around the station- 
ary dasher, 

Motion is necessary in the 
cream, not in the machine. 
The cream has more motion 
in the Peerless Iceland than 
in any other freezer. 
result in smootu, 
ice cream in three minutes. 


SNOW-TULLIS HARD- 
WARE CO., 


Phone 24. 25 Com. St. 
Montgomery, Ala. 








The | 
delicious | 





Tells Its Own Story, Right From the 
First Word, Like Most of the Ads 
Found in the Washington, Pa., 
Reporter. 


Daily 





The New 
Waist Sets 


we’re showing are fascinat- 
ing enough to tempt one to 
don a shirt waist for no 
other reason than an excuse 
for wearing such pretty bits 
of finery, They come in 
gold, silver and enamel, and 
the least expensive are as 
correct styles as they are 
tasteful. 

Just to give a hint of what 
ns are like: 

te 


R. rling silver sets, goc. 

£0 Sta filled, plain and 
with sets, goc. to $4. 

Signet pins, three and 
four pins, $2 to $3.25. 


Transparent enamel, $7. 
Solid golu, $4 to $10. 
Solid gold enameled, $11. 





T. H. McNARY, 
Jeweler | 

The Store with the Street | 
Clock. | 


43 North Main § 











} t. 
Washington, ra. | 
— ee 
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This department is indebted to 
Mr. Richard A. Foley, a Phila- 
delphia advertising agent who be- 
lieves that the advertising agent 
should do something besides act- 
ing as a conveyor of copy from 
advertiser to publisher, for sev- 
eral specimens of the good work 
he is doing in that city’s retail 
field. 

Among them is a “Bargain 
Matinee Sale” ad, the introduc- 
tory of which is reprinted below. 

To the best of my knowledge 
the “Bargain Matinee Sale,” by 
that name, is a new one; and 
while it does not seem calculated 
to stimulate trade during the usu- 
ally dull morning hours, it has 
a good reason for its being in the 
fact that the morning is often a 
very inconvenient time for the 
busy housewife to go shopping. 

Perhaps it is better to accept 
the morning dulness and employ 
it in getting more thoroughly 
ready for a busy early afternoon, 
than to tag along in the morning 
sale procession now so common. 
Anyhow it is a refreshing change 
and is well worth a trial, for even 
the late morning bargain seeker at 
other stores may be a “matinee” 
buyer at Berg’s. 

Of course this introductory was 
followed by special offers, with 
prices—a score or so of them, 
each identified by a letter of the 
alphabet in a display type that 
presents a strong contrast to the 
descriptive matter. 

BERG BROS., 
“Cut Prices” 
1007-09-11-13-15 Market St., Phila., Pa. 


All-Star Attractions for Our Regular 
Wednesday Bargain Matinee Sale. 
This Afternoon From One O'clock 
Until Six. 

Every one of these numbers will 
prove a “drawing card.” Every one is 
a popular favorite and plays to prices 
way below even our own cut prices. 
This will be a continuous performance 

only so long as the goods last. 

We're the newest department store 
in town, but we’re old enough to know 
that housewives are busy mornings 
with their home duties. It's an incon- 
venience to shop in the morning—that’s 
why we do things right and reserve 
the opening of this Bargain Matinee 
Sale till one o’clock. With these ex- 
ceptional offerings it. may save disap- 
pointment if you will come as soon 
after one as possible. Instead of 
spending money to take in this matinee 
you'll save it—and get plenty of satis- 
faction, too. 








Good Side Line for a Printer. 





| Handsome 
View Cards. 


We will .mail you 12 
handsome souvenir view post 
cards of Madison, the Lake 
and vicinity for 10c. or 100 
for 62c. ‘they make pretty 
souvenirs and wil be ap- 
preciated by your friends. 

Why not have some view 
cards made of your home, 
place of business or any 
pretty scene? You _ furnish 
photo and we _ will make 
them at a cost of $1.50 and 
upwards, Think it over and 
let us know. 

These cards are very pop- 
ular as a souvenir or adver- 
tising proposition. 


THE BURTON PRINT- 
ERY, 
Madison, N. Y. 











Probably This Offer Was Made Just 
to Get the Women into the Store S 
They Would See and Buy Other 
Goods. Anyhow That’s a Good Pro- 
fitable Thing to do. From the Pitts- 
burg, Pa., Leader. 





Have Your Own 
Rose Garden. 


10,000 Holland-grown Rose 


a 


Bushes, 
Beautify your lawn with 
“Amerian Beauties and 
train a “Rambler” _ rose 


bush over your veranda, so 
that when June days come 
you can enjoy the perfume | 
and revel in the loveliness 
of your own blooms. 

We have just received a 
big importation of haray 
two-year-old Holland-grown 
bushes, with the roots wrap- 
ped in moist moss—all in 
splendid condition to pliant 
at once—the kind that will 
bloom this year. 


We make two lots of 
them, 
Medium size American 


Beauties and fine Climbers 


(cream, white and _ yellow | 
Ramblers), healthy, hardy 
bushes. i 
Single Bushes, roc. Per 
ozen, $1. 


Selected American Bea1- 
ties, extra strong growth, in | 
perfect condition: 

Single bushes, roc. Per 
dozen, $2. 


KAUFMANN’S, 
Pittsburg, Pa. 
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. Fennings Always Makes Good Use 


of His Small Space in the Washington, 
D.C., Star. 








Moth Balls, 
5c. a Pound. 


If bought in quantities of 25 
Ibs. to 100 lbs. the price is 4c. lb. 
—100 lbs. or more at 3c. Ib. 


J. W. JENNINGS, 
Not in the Drug Trust, 
1142 Connecticut Avenue, 
Washington, D. C. 








This Comprehensive Description and 


A 











[Hickory Rocker 


for Your Porch. 


This rustic rocker is the 
kind of a chair that can 
stay out nights without 
harm. It is made of select- 
ed bent hickory’ thongs, 
with natural bark on every 
twig. Six strong hickory 
slats form the back, while 
the slat seat curved com- 
fortably makes one content 
to occupy it for hours at a 
time. A good chair to offer 
the welcome guest you are 
anxious to have stay a while, 
Special Fridav Price, 98c. 


KAUFMANN’S, 
Pittsburg, Pa. 





Good Restaurant Ad from 
Philadelphia Evening Bulletin, 








The Best ecm | 
in Town for 30¢c. 


If you are a theater goer 
or late shopper and chance 
in the vicinity of Mosebach’s 
from 4 until 7.30 p. m., let 
us serve you with one of 
our good, tasty suppers. 
Regular 50c. suppers—spe- 
cial price, 30c. 

Roast Beef, Potatoes, 
Stewed Tomatoes, Dessert, 
Coffee; or 

Boiled Halibut, Sauce 
eae Potatoes, Cof- 
ee; 

Small Sirloin Steak, Pota- 
toes; or 

Fried Smelts, Tartar 
Sauce, Potatoes, Coffee. 
Twenty Other Selections 


MOSEBACH’S, 


18-20 N. 8th St., 
Philadelphia, Pa. 








Low Price Ought to Sell Chairs. 
From the Pittsburg Leader, 


the 





Why Shouldn’t Every Druggist Have 
a Line of Reliable Preparations Es- 
pecially for Babies? From the Mont- 
gomery, Ala., Journal. 


It’s the Truth— 
Bauer's Baby 
Cough Syrup 


has come to be recognized as 
the remedy par_ excellence 
for children afflicted with 
colds. Its og reputa- 
tion was won the won- 
derful cures it ,* brought 
about. It is made of the 
purest drugs, and has the 
advantage of being pleasant 
to the taste. At this season 
of the year when colds are 
so prevalent it is a valuable 
remedy to have in the fam- 
ily chest, and the home 
wherein there are _ babies 
cannot attord to be without 
it. 

Fer sate at the Fair and 
all Montgomery drug stores, 
DAVE S. BAUER & BRO., 

Sole Proprietors, 
Mobile, Ala, 














Conversations With Customers Often 
Furnish the Best of Advertising Am- 
munition When Properly Worked Ub, 
As In This Excellent Ad From the 
Philadelphia Evening Bulletin, 





Sey itation: 


Open a charge account at 
Crystal Coons and save half 
your Oxford bill's. 

A few days ago a lady 
came here, and bought a 
pair of $3 Oxfords and a 
pair of $3.50 Ribbon Pumps, 
and then, calling one of the 
floor managers aside, said: 

“T was never so surprised 
in my life as when I saw 
these Oxfords and Ties at 
such low prices, and found 
on trying them on that they 
were precisely the same 
things as I have been pay- 
ing in another store from 
$5 to $7 for. The only ex- 
cuse for my foolishness is 
that I had a charge account 
at that store, and never in- 
vestigated your prices be- 
fore.” 

That wasn’t an excuse 
after all, for we are opening 
charge accounts every day 
with women who find that 
buying their shoes and ox- 
fords of the maker saves 
them at least one-third of 
their money. 


P. T. HALLAHAN, 
Crystal Corner, 
Philadelphia, Pa, 








- 
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Manufacturers and 
Wholesale Merchants— 


who are in a habit to assist their 
retailers in selling goods and who wish 
to arouse and maintain in the small 
dealer the proper spirit and the impor- 
tance of modern advertising—should 
include the Little Schoolmaster in 
their annual appropriation for that 


purpose. 


* * * 


An attractive cash rate for sub- 
scriptions to Printers’ Inx will be 


made to interested parties. 


Address, 


CHAS. J. ZINGG, Manager, 
Printers’ Ink Publishing Co., 
10 Spruce Street (up stairs), NEW YORK CITY. 








